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5 Cents a Copy, $1 a Year 


Rough Proofs 


Two Ohio daily papers have 
ended continuous rivalry for 
years by merging. Well, 
good fight while it lasted. 


7, F v 
“Your grocer will have twins | 
next Wednesday,” included in a | 
teaser ad of a St. Louis baking | 


company, must have caused a lot} 
of commotion among the grocers’ 


wives. 
_ ak, Me 


c. W. Van Beynum urges insur- | 


ance companies to specialize their | 
copy to the media used, thus be- | 
coming the patron saint of the an- 
cient and honorable order of copy 
writers. 

— a? we 


Mr. Van Beynum also suggests | 
that editors pass on copy submitted 
by advertisers to make sure it fits 
their readers. Imagine the editorial 
blue pencil hovering over a double- 
page spread in four colors while 
the advertising manager sends a 
hurry call for another bottle of 
aspirin. 

*T Vv F 


Anybody can now make and sell 
shredded wheat, the United States 
Supreme Court has decided. The 
original advertiser should have 
dubbed it Shredded Wheaties. 


ae 


James A. Horton, of the Federal 
Trade Commission, says advertis- 
ing should reach the dignity of a 
profession. But how can a profes- 
sional man be dignified with the 
FTC standing behind him and 
whispering, “Be a good boy, or 
papa spank’’? 

vvwy 


Western Canadian provinces are 
planning larger advertising budgets 
to attract more tourist business. 
The hope is that more travelers 
from the United States will decide 
to hail Columbia. 


7 v 
Seagram wisely advises prospec- 
tive drinkers to consult their doc- 
tors, on the sound theory that every 
good liver requires a good liver. 


7, FF 


The FTC won't let patent med- 
icine advertisers use 
from users, because they lack pro- 
fessional authority. This seems to 
be a dictatorial invasion of the in-| 
alienable American rights of life, | 
liberty and self-medication. 

7+ = 

Murder mystery writers are en- 
thusiastic over the latest develop- 
ment affecting their rapidly grow- 
ing industry. International Print- 


108 | 
it was a} 


| WINNING FAIR POSTER 


| 


1 
| 
| 


| /W YORE NON 


WS 


At WORLD OF TOMAR MW ‘ 


| 


This poster, created by Joseph Binder, 


| 

prize in the New York World's Fair 

poster competition. It is destined to 

gain the widest distribution of any poster 
in history. 


New York, commercial artist, won first | 


Advertising Not 
in Monopoly Probe, 
Says O'Mahoney 


Washington, D. C., Nov. 23.—Ex- 
plaining that the National Eco- 
nomic Committee will begin its 


study of alleged monopoly with an 
investigation of the pooling of pat- 
ents, Senator J. C. O’Mahoney, 
chairman of the committee, said 
today that advertising is outside the 
scope of the study. The Senator 
made it clear that he does not be- 
lieve that the recent charges of 
|Thurman Arnold against advertis- 
ing are pertinent to the monopoly 
probe, despite the fact that the 


ber of the committee. 

The anti-trust division of the 
Department of Justice, deluged 
with queries on its recent pro- 
nouncement in connection with the 
filing of consent decrees against 
Ford and Chrysler, continued to re- 
iterate that it spoke merely as an 
adviser. The department asserted 

(Continued on Page 6) 


for Popular Price 
Cigarette Market 


assistant attorney general is a mem- | 


Dunhill Makes Bid 


testimonials | 


Export Field Hails Proposed Food and Drug 
Rules Unauthorized by Law 


British Pact as 
Spur fo U. S. Trade 


Foresee Like Pacts 


with Australia and! 


Argentina 


New York, Nov. 23.—Signing of 
| reciprocal trade pacts between this 
| country, Great Britain and Canada 
| will result in increased marketing 
|activity in a number of lines, a 
|survey of export advertising au- 
thorities here revealed today. 

While several of the export men 
|declared that reductions in tariff 
\rates of their particular products 
| were not great enough to have a 
|marked effect on volume, all agreed 


| that the pacts represent a forward 
step in trade relations which will 
be mirrored in a long range in- 
/crease in foreign trade. 

It was pointed out that one of 
the effects of the Anglo-American 
agreement will be to pave the way 
for the signing of similar treaties 
with other nations. Pacts with 
Argentina and Australia, both of 
extreme importance to American 
exporters, are expected to follow. 

S. F. Woodell, of Packard Motors 
Export Corporation and_ president 
of the Export Afivertising Associa- 
tion, said: 
signing of the reciprocal trade 
treaty with Great Britain and Can- 
ada will prove a forward step of 
greatest importance in fostering 
world-wide economic stability. 
Members of the Export Advertising 
| Association, directly concerned as 
|they are with the development of 
export trade, will benefit in direct 
|proportion to the increased volume 


|of exports that will result from the 
signing of this treaty.” 


See Schedules Released 


One effect of the pact, it was 
indicated by several agency export 
men, will be the immediate release 
of foreign schedules which have 
been postponed because of world- 
wide unrest over the possibility of 
war. Frank Amos, of Maxon, Inc., 
reported that several such exam- 

(Continued on Page 25) 


“We “believe that tne 


Last Minute N ews Finshes 


| 
' LAUDS RECENT LAWS 


| 


. John H. Kraft 


Kraft Urges More 
Coordination of 
Sales, Advertising 


favorably upon passage of new 
legislation affecting sales and ad- 
vertising, John H. Kraft, executive 
vice-president of Kraft-Phenix 
Cheese Corporation, Chicago, urged 


the Sales Executive Conference 
here last week to coordinate sales 
and advertising efforts in a 1939 


program on a theme of “Sales Not 
Wails.” 

Others on the program included 
Q. Forrest Walker, economist for 
R. H. Macy & Co.; Frederick B. 
Heitkamp, vice-president of Ameri- 
can Type Founders, and W. J. 
Cameron of the Ford Motor Com- 
pany. 

Mr. Kraft discussed several major 
developments including the Robin- 
son-Patman act, the Wheeler-Lea 
act, the Food, Drug and Cosmetics 
law, the Wage and Hour law, fair 

(Continued on Page 6) 


| New York,-Nov. 23.—Alfred Dun- | Canada to Waive Penalty on Tariff 


hill of London, Inc., this week made 
la bid for a portion of the 
| price cigarette market with a new 
brand, called Dunhill, an Ameri- 
can-made blend of Turkish and do- 
imestic tobaccos. Current price is 


popular | 


York, Nov. 
Agencies today 
waive 


| New 25.—The 


was advised by th 


American Association 


of Advertising 
e Canadian government that it will 


penalties imposed upon American advertisers and agencies for 


| non-payment of extra tariffs on advertising materials as provided in 


ja ruling 


| years, ¢ 


adopted in July, 1937. 


This measure, 
‘alled for inclusion for tariff purposes of the cost of preparation 


retroactive for three 


ing Ink has devised a product that two packs for 28 cents, identical| of such imported materials as well as other value. This decision waives 


Isa perfect match for human blood. | 


7, =e 


|'with the “Big Three.” 
Distribution has been started on 
'a limited basis here with national 


| the penalty imposed for 
(unless evaded by fraud), 
under negotiation. 


A bright New York lad is mak- | /coverage planned as soon as possi- | 


hg good in supplying animals for | 
adver tising illustrations. He prom- 
ses them permanent employment | 
no nonsense from the movies. 


. © FF 
David Sarnoff will receive the 
Poor Richard medal for dis- 
Unguished service. Outside of not 
‘aving walked up Chestnut street 
ung a breakfast roll, Sarnoff is 


' modern parallel of Poor Rich- 
ard himself. 


. ©. = 


Von't spend any money for re- 
arch unless you are prepared to 
_ that about half of your pet 
rtising theori ies are wrong. 
Copy Cus. 


‘ind 


| ble, according to A. L. Ogden, 
| president of the company. 
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non-payment of this extra tariff in the past 
but does not affect the ruling, which is still 


Chris-Craft Starts Campaign for Spring Sales 


Nov. 25.—An aggressi 


ve winter campaign to create sales 


| for early spring delivery of watercraft will be launched Dec. 15 by 


Chris Craft Corporation. National 


of the campaign. 


magazines and newspapers in key 


markets will be used. Brooke, Smith & French is the agency in charge 


= Milling Company to Leo Burnett 


Chicago, Nov 


manufactures Hecker’s, 


brands. 


Cincinnati, Nov. 
appointment of Young & Rubicam, 
and Drano. 


. 25.—Standard Milling Company, a division of Hecker 
Products Corporation, New York, today appointed Leo Burnett Company 
jas its advertising agency, effective at once. 
2| Products 


This division of Hecker 


Ceresota and Aristos flour, sectional 


Drackett Products to Young & Rubicam 
25.—Drackett Products Company today 


announced 
Chicago, as its agency for Windex 


St“ Louis; Nov. 22.—Comimenting | ~ 


Officials Admit No 
Legal Basis Exists for 
Stringent Regulations 


Washington, D. C., Nov. 25.— 
Food and Drug Administration offi- 
cials admitted this week that in 
issuing the proposed regulations 
which drew vigorous attacks at 
hearings here last week from rep- 
resentatives of the food, drug and 
cosmetic industries, they were fully 
aware that most of the rules occu- 
pied no legal status under the new 
food and drug act. The 39-page 
catalog of regulations was released, 
it was explained, merely as an 
“interpretive” gesture, so that the 
industries affected by the law might 
know the administration’s view- 
point before any legal actions were 
instituted. 

As a result of the strong reac- 
tions registered by the three indus- 
tries, the administration this week 
began to prepare a series of revised 
regulations which will be issued not 
later than Dec. 15. Although the 
new rules will be considerably 
toned down, it was indicated that 
many of the broad “interpretive” 
stipulations that drew censure will 
also characterize the revised list. 


Object to Labeling Rute 


Chief of the controversial regu- 
lations is one that each and every 
panel of a label must carry all of 
the information required by the act. 
This ruling met with wholesale 
objections at the hearings on the 
ground that it would kill the sales 
appeal of every product relying on 
attractive packaging, as well as in- 
trinsic merit, for volume sales. 

The Association of National Ad- 
vertisers expressed itself forcibly 
on this point by filing a brief with 
the Secretary of Agriculture. De- 
tails of this move will be found on 
Page 23 of this issue. 

Confectioners, led by William F. 
Heide, of the National Confection- 
ers’ Association, and the cosmetic 
industry, generaled by Hugo Mock, 
of the Toilet Goods Association, and 

(Continued on Page 23) 


: Pepperell Goes 


Tin Pan Alley 
with “Sheet” Music 


Boston, Nov. 23.—Pepperell Mfg. 
Company hopped aboard the swing 
bandwagon this week with a unique 
advertising campaign built around 
a specially written song, entitled 
“Pepperell’s Lullaby.” Theme of 
the campaign is: “Sheet music to 
sing about.” 

By harnessing the lyrical appeal 
of a popular song, Pepperell hopes 
to dramatize facts about its sheets 
without subjecting consumers to 
the confusion of cold, technical 
data. Copy on the “sheet music” 
theme will appear in Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal and True 
Story. Point-of-sale displays will 
also feature the new song, copies 
of which will be distributed by 
dealers. 

Although words and music for 
“Pepperell’s Lullaby” are credited 
to “Francis Whiting,’ it was re- 
vealed today that this is simply a 
nom de plume for Francis V. 
Hatch, vice-president, Batten, Bar- 
ton, Durstine & Osborn, the agency 
handling the account. 
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Snodgrass, old thing, see if you can find our Sood at- 
tendant Romeo. My nose is in need of seratching. 


No luck O'Toole, he's gotten quite clannish since he was put 


in the “upper half” of American incomes. 


You mean he got a raise? 


TT > ¢ . 
No, but they've decided everyone who makes more than $1160 


a year ts “Upper Half’ — Romeo's got it confused with 
ce 3) 
Upper Income. 


There's a lot of confusion about that delicate point raised by interpreters 
of the new study of consumer buying conducted by the U. S. Departments 
of Labor and Agriculture. But we ve got a simple, non-slide-rule explana- 
tion called, HOW TO SIFT THE WHEAT FROM THE CHAFF. 
It clears up these etymological categories and gets you back to facts— 
gives Romeo a real reason to get clannish —for no matter what they're 
called— or who puts them where —the $2000 down to $1000 incomes buy 
most, and are most important to advertisers. Write, or send a boy to 


True Story Magazine, Room 1631. 122 East 42nd St., New York City. 
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THIS PACKAGE CONTAINS A GRADED 


* 3 
QUALIFIED BY OFFICIAL INSPECTION 


TO CARRY THIS TRADE ARN oe or 
N. Y. STATE DEPT. OF AGRICULT UREA! MARKETS 


Money received from the sale of these labels will be used by the Department of 
Agriculture and Markets to publicize farm products of the state of New Yor. 
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Y. STATE DRIVE 


REUSE PROHIBITED 


Chain Store Bill | 
Only a Beginning, 


Nystrom Warns 


New York, Nov. 23.—The anti- 
chain bill which Wright Patman is 
expected to introduce at the open- 
ing of Congress may serve as an 
entering wedge which will be fol- 
lowed by other measures of wider 
application, Dr. Paul H. Nystrom 
suggested at the annual meeting of 
the Institute of Distribution here 
yesterday. 

Dr. Nystrom, professor of mar- 
keting at Columbia University and 
president of the Limited Price Va- 
riety Stores Association, warned 
that many others besides the chains 
may be affected by the Patman 
philosophy of prevention of “mul- 
tiple ownership of any kind.” 

“Mr. Patman,” the speaker de- 
clared, “will not fight along the 
lines of the bill he is now sponsor- 
ing. He is thinking ahead rather 
than of the immediate future, and 
it is the next move and the move 
beyond which will bear watching.” 

Dr. Nystrom characterized Con- 
gressman Patman as “an able and 
industrious man,” and said that it 
was a mistake to discount his 
ability. The speaker remarked that 
he had heard Mr. Patman say that 
he favored “any legislation to pre- 
vent multiple ownership of any 
kind.” This was held to be signifi- 
cant in that it revealed that the 
chain store was but “an incident in 
the political philosophy of Mr. Pat- 
man.” 

Nelson Re-elected 

Donald M. Nelson, vice-president 
of Sears, Roebuck & Co., was re- 
elected president of the institute. 
Ward Melville, president, Melville 
Shoe Corporation, was again chosen 
chairman of the board. Dr. Nystrom 
was re-elected a vice-president, to- 
gether with E. C. Mauchly, vice- 
president of F. W. Woolworth Com- 
pany. Harry Rubernoff, secretary, 
United Cigar-Whelan Corporation, 
was re-elected secretary of the in- 
stitute. J. H. Ewen, of J. J. New- 
berry Company, was_ re-elected 
treasurer; John P. Nichols con- 
tinues as managing director. 

Dr. Nystrom revealed that 34 of 
the 70-odd Congressmen who were 
supporters of the Patman bill were 
defeated in the recent elections. He 
added that he did not know 
whether their endorsement of the 
Patman bill was responsible for 
their defeat, but assumed that this 
fact together with “their support of 
other radical measures” may have 
been a reason 


McCarthy Added 

Comic Section Advertising Corpo- 
ration, New York, has added Cal. J. 
McCarthy, Jr., to its sales staff. He 
was formerly with the Metropolitan 
Comic Group, New York, and pre- 
viously with the New York Daily 
News as Southern advertising rep- 
resentative. 


Bruce Advances Murphy 

Eugene FE. Murphy has _ been 
named assistant business manager 
lof Bruce Publishing Company, 
| Milwaukee, and will continue to 
|direct magazine advertising sales in 
ithe Chicago office. 


| Paramount Shoe Appoints 
Paramount Shoe Mfg. Company, 
i\St. Louis, has appointed Robert 
iLasersohn & Co., St. Louis, as 
agency for all its divisions. 


‘Stores Plan Convention 


The fifth annual convention of 


| National Brands Stores, Chicago, 


‘Salle Hotel, Chicago. 


|will be held Jan. 20-21 in the La! 
| 


New York Starts 


First Campaign 


on Farm Products 


Albany, N. Y., Nov. 23.—With ti, 
placing of the Empire State lab. 
on several million containers y 
apples and potatoes, New York ha 
launched its first campaign to pm. 
mote the sale of the state’s quality 
farm products. The effort, autho. 
rized by the legislature last spring 
is eventually destined to surpass jy 
scope label promotions being fy. 
thered by several other states, ac. 
cording to officials of the Depart. 
ment of Agriculture and Markets, 

Money received from the sale oj 
trade-marks to producers, proc. 
essors and shippers—each signs ap 
agreement with Agriculture Com. 
missioner Holton V. Noyes and re. 
ceives a permit number—will b 
used to advertise and publicize New 
York State quality farm products. 


Fred J. Ross Will 
Retire Dec. 31 


Fred J. Ross, chairman of the 
board of Fuller & Smith & Ross, 
will retire Dec. 31 after 35 years in 
the advertising agency business. 

Founder and head of F. J. Ross 
Company, Mr. Ross has been chair- 
man of the board for Fuller & Smith 
& Ross since the founding of the 
agency by merger in 1930. He has | 


Bureau. A native of Canada, Mr 
Ross plans to live in Toronto. 


Three for Glasser 


Glasser Advertising Agency, 
Los Angeles, has been appointed 
to direct advertising for Cure-A- 
Sole, product for preserving leather 
and prolonging shoe life; Seenote, 
new method of piano instruction, 
and Infectocide Shampoo, manufac- 
tured by Dr. Alan’s Pet Chemical 
Company. 


Joins “Electrical Week” 


Earl R. Limb, formerly with 
General Motors Corporation, has 
joined the sales staff of Caldwell- 
Clements-Herring, publisher of Ra- 
dio Today and Electrical Week. He 
will be Chicago manager for Elec- 
trical Week. 


Prune Growers to L. & T. 


The Program Committee of Prune 
Proration Zone No. 1, representing 
prune growers of California, has 
appointed Lord & Thomas 4 


| agency. 
} 


DID YOU KNOW: 


ROADS »»> STREETS 


A GILLETTE PUBLICATION « cHIcace 


IS THE ONLY EXCLUSIVE HIGHWA) 
MAGAZINE REACHING THE 


“ECONOMIC BUYING AND 
SPECIFYING POWER” 


OF THE ANNUAL 


$2,000,000,000.00 
HIGHWAY MARKET 


also been director and treasurer of J 
the National Outdoor Advertising 7 
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WOMEN 
WHO SERVE 
WOMEN READERS 


of 
THE NEWS 


The Dallas Council of Parents and Teachers has 
chosen The Dallas News to publish its annual review of 
activities. The Council is composed of ten thousand women 
in Dallas — mothers of families, homemakers, food and 
clothing purchasers. The P.T.A. annual appeared as 
a 14-page illustrated section of The News on May 27. 


To mark the 40th anniversary of the founding of 
The Dallas Federation of Women's Clubs, Dallas’ 15,000 
club women chose The Dallas News as the medium for 
an elaborate review. Again it was the women themselves 
who suggested and insisted that The News publish their 
section —a 20-page feature on October 30. 


YY 


|, MILAN 


Society Editor 


i he newspaper which women prefer . . . which 
they read... to which they turn as a vehicle 
for their own organization news . . . is the 
newspaper by which they shop. Into the 
homes, onto the breakfast tables, into the 
thoughts and desires of the women of Dallas 
. . your advertising messages are carried 
every morning by The News — alone. 


Sell the readers of The Dallas News and you 
have sold the women of ALL the Dallas market. 


THE DALLAS MORNING NEWS 


The Women’s Medium of Texas’ Major Market 


Associates: The Semi-Weekly Farm News :: The Texas Almanac :: John B. Woodward, Inc. 
Radio Station WFAA (50,000 Watts) Representatives 


ALMA CUNNIN - 
G 
Fashion and —- 
Columnist 


JEAN WEBB a 
"College BSet'' Reporter et, 
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FCC Delves Into 
Competition of 
Red, Blue Network 


Washington, D. C., Nov. ‘:23.— 
Intense curiosity as to how the Na- 
tional Broadcasting Company man- 
ages to preserve a balance in com- 
petition between its Red and Blue 
networks was manifested by the 
Federal Communications Commis- 
sion in its investigation of alleged 
radio monopoly, and it quizzed 
John Royal, vice-president of NBC 
in charge of programs, for two days 
this week on that topic. 

Mr. Royal said that he attempts 
to build sustaining programs so 
attractive that they can and do 


Why MEN Read LOOK 


From 


Death in the Air. An amazing story of aerial combat. Loox in- 
vestigated validity of pictures for year before publication; shot by 
British flyers with camera operated by machine gun. 


The Loneliest Man. Drew Pearson and Robert Al- 
reporters of Washington 
authors of “Washington Merry-Go-Round,” por- 
tray a side of Roosevelt few people know about. 


len, ablest 


Fit to Drive. New tests for motorists will be of in- 
terest to the scientific mind: likewise here is an 
eloquent picture story plea for highway safety. 


Cover to Cover 


OR men LOOK is a constant adventure in the world 

of sports, popular science, travel, politics and world 
affairs. LOOK is geared to their busy, active world. Men 
like LOoK’s directness—the ability of its picture lan- 
guage to make serious subjects alive and easy to un- 
derstand. Glance over the preview below of a few pic- 
ture stories in the December 6th issue. You'll know 
why men, as well as women and children like LOOK. 


compete for an audience with any 
commercial offering which may be 
holding forth at the moment on the 
other network. 

Commission Counsel 
Dempsey forced the “generaliza- 
tion” from Mr. Royal that NBC 
spends more money on the Red 
network than on the Blue and that 
it “probably” costs an advertiser 
more money to buy time on the Red 
than the Blue. 

Chairman McNinch said that he 
is unable to understand how “a 
balance of competition” can be pre- 
served with common ownership of 
two networks. 

Mr. Royal declined to give an 
opinion as to the five commercial 
programs which rank highest in 
excellence. 


George 


alvin 


life, and 


Photocrime. 
gates another 
ers match wit 


«alae io ed ee 


All-Type Layouts 
Herald Debut of 
New Vitamin Yeast 


New York, Nov. 23.—Switching 
from a pictorial testimonial copy 
technique to straight typographic 
style, Standard Brands this week 
began to extend its campaign for 


Fleischmann’s new high vitamin 
yeast from coast to coast. An en- 
larged newspaper list, national 


magazines and radio are being used. 

The new yeast was introduced 
along the Atlantic seaboard early in 
September with initial advertising 
confined to newspapers in that ter- 
ritory. The present schedule con- 
sists of 149 dailies with more to be 


added. Magazines include The 
American Weekly, Collier’s, Life 
and The Saturday Evening Post. 
On the air promotional support is 
being put behind the _ product 
through the Thursday’ evening 
Standard Brands show and the Dr. 
Stidger daytime program in the 
East. 


“News” Names Bidwell 


R. J. Bidwell Company, Los An- 
geles, has been appointed national 
representative of the News, Ingle- 
wood, Calif. 


Tinsley Promoted 


American Exporter, New York, 
has appointed Stuart B. Tinsley 
managing editor. He has been with 
the publication since 1934. 


AD 


HENRY McLEMORE 


Inspector Cobb investi- 
mystery and LOOK read- 
s in its solution. 


All-America Football Teams Are Bunk! By Henry McLemore. Have you picked 
your 1938 All-America Football Team yet? Your guess is as good as the sport ex- 
perts according to McLemore in this candid picture story. In his first appearance in 
Look, America’s wittiest sports writer presents a classic of farcical fact. 


LOOK is read from cover to cover by 
men, women and children. This kind of 
readership moves mer 


chandise! 
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Finch Promises 
Facsimile Sound 


§<——== 


New York, Nov. 23.—New pogg. 
bilities in the field of broadcast ag. 
vertising appeared today whe, 
Finch Telecommunications Labor. 
tories received a license from the 
Federal Communications Comm; 
sion for operation of the first qy, 
plex transmitter of sound radio and 
facsimile. The Finch station, wig 
call letters W2XBF, will be locate 
here and will be in operation ng 
later than Jan. 1. 

W. G. H. Finch, president g 
Finch Laboratories, is a pione 
facsimile inventor and has deyg, 
oped both transmitting and regeiy, 
ing apparatus. Up to now Fing 
facsimile has been visual only, jp. 
volving the use of an attachmey 
to a regular radio receiving set, 4; 
present there are 15 radio statio, 
throughout the country operatip; 
visual facsimile experimental 
under Finch patents, forming th 
basis for a possible facsimile ne. 
work if and when the system , 
licensed for commercial purposes, 

One of the chief implications ¢ 
the new Finch duplex transmissig, 
and reception is the evolution 
radio commercial announcement 
into actual display advertisement: 
Visual copy can be _ synchronize 
with the sound program so that 
for example, if the announce 
extols a certain packaged brand o 
food, or describes the delights of; 
new pudding, the facsimile will be 
able to flash a picture of the prod. 
uct before the eyes of the listener 
Announcing a new automobile or 
vacuum cleaner or washing ma- 
chine, the speaker can refer to an 
accompanying photograph, point by 
point. 

Since all facsimile broadcasting 
to date has been experimental, no 
receiving sets have been placed on 
the market, but Finch executives 
estimate that an attachment for / 
visual reception, to be used with a 
regular radio set, will cost about 
$40; combination sound and sight 
receiver, for the new duplex broad- 
casting, about $75. 


Separate Sales Staffs 
for Hearst Supplements 


The selling staffs of The Ameri- 
can Weekly and Puck—The Comic 
Weekly have been separated, with 
Mortimer Berkowitz in charge of 
the former, and Hawley Turner as 
advertising director of the latter. 

G. Hale Printup has been ap- 
pointed Western manager of Puck 
with headquarters in the Palmolive 
bldg., Chicago. 


Rit to Y&R 


Rit Products Corporation, Chi- 
cago, maker of Rit dye, is expected 
shortly to confirm appointment of 
Young & Rubicam, Chicago, as its 
agency. 


Silks to Mathes Agency 


Cheney Brothers, New York, silk 
manufacturer, has appointed J. M 
Mathes, New York, as advertising 
agency. 


ae 
—— 


RESULTS 


WFBR’s high ratio of 
RENEWALS is the best 
evidence that ad- 


vertisers get results. 
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» of the selection for the 1939 “Typ- 
© ical American Hotel.” 
| Typical American Hotel was the 


| Pennsylvania Hotels Association. 


» tuted by the Pennsylvania associa- 


lection is 
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1939 Typical American Hotel Soon 
to be Selected by Hotel Management 


Editors 


Will Go Into Huddle with 


Readers for Choice; 6 Months 
Editorial Program Announced 


Franklin Moore 


New York, N. Y., Nov. 22.—With- 
in the next two months, announce- 
ment will be made by the editors 
of HOTEL MANAGEMENT, busi- 
ness magazine for hotel executives, 


The 1938 


Penn Harris, Harrisburg, Pa., oper- 
ated by well known Franklin 
Moore, who is also president of the 


Moore is best known in advertising 
circles as the spearhead of the large 
advertising program recently insti- 


tion to stimulate travel to that state. 

Before announcement of the se- 
made, the publication, 
through its editors, will conduct a 
thorough investigation to determine 
which hotel best fits the qualifica- 
tions. Questionnaires will be sent 
to leading hotel figures, personal 
interviews will be held with heads 
of hotel associations and records of 
hundreds of hotels will be poured 
over before the hotel is picked. 

The hotel which eventually is 
named will open itself wide to a 
soul-searching study. Photograph- 
ers and staff writers will descend 
upon it and subject it to the clos- 
est scrutiny. No holds will be 
barred. The mass of data and pho- 
tographs which accumulate from 


July issue of HOTEL MANAGE- 
MENT. 


1939 EDITORIAL PROGRAM 


In addition to the Typical Amer- 
ican Hotel issue in July, Editor J. 
O. Dahl announced the following 
special editorial features for the 
first six months of 1939: 

1. Greater part of the January 
issue devoted to remodeling, redec- 
orating and refurnishing. 

2. In February, a special study 
and investigation of the Statler Ho- 
tels kitchens. This will be the first 
time that the wide flung Statler or- 
ganization will have opened its 
doors to an outside organization. 

3. The well known and popular 
“Salad Bowl” section in May will 
show 1939 style trends for the fash- 
ionable salad plate. 

4. Every issue in 1939 will fea- 
ture a special decoration article and 
will select each month “The Hotel 
Room of the Month.” Article will 
run 8-16 pages monthly. 

5. A technical study of a differ- 
ent type of food will appear in each 
issue throughout the year. 


BUSINESS INDICATOR 


An indication that business is 
on the up in the hotel field is 
that HOTEL MANAGEMENT, the 
industry’s leading magazine, shows 
in December for the first time a 
lineage increase for the month over 
the corresponding month of 1937. 


HOTEL MANAGEMENT, _ together 
with HOTEL WORLD-REVIEW, _the 
leading newsweekly in the hotel field, 
gives complete coverage of hotels—man- 
agers and all important department heads. 


AHRENS PUBLISHING CO., Inc. 
HOTEL WORLD-REVIEW 
HOTEL MANAGEMENT 

RESTAURANT MANAGEMENT 
222 E. 42nd St., New York City 


333 N. Michigan Ave., Chicago 
(Group Rates on Request) 


this study will be recorded in the 


(Advertisement) 


Horwath & Horwath 
Chart Hotel Sales 


End of Year Shows 
Definite Evidence of 
Increases to Come 
in 1939 


Monthly reports from Horwath & 
Horwath, leading hotel accountants 
and statisticians, reveal that hotel 
business has not fallen off as much 
this year as many other comparable 
industries. The year to date, up to 
and including the data for Septem- 
ber (latest available), shows a 7 per 
cent decline in total hotel sales. 

Quoting from the November Hor- 
wath & Horwath bulletin, “There 
was additional evidence in Septem- 
ber that a definite, though slight, 
improvement is under way. The 
decreases from a year ago are de- 
cidedly smaller than those of the 
two preceding months.” 

“Room rates continued to hold 
up well considering the reduced oc- 
cupancy,” continued the bulletin. 
Proof of this is that, in spite of the 
fact that occupancy has fallen off 
of this year from 67 to 61 per cent, 
room rates have increased for the 
year over 2 per cent. This means 
that although the number of room 
occupants has decreased the income 
per occupied room has increased. 


hotels. 
host from coast-to-coast. 


consumer, 


Housewife for resale. 


up with Mrs. Jones next 
door. He buys to serve 
50,000 guests in a way they 
expect to be served be- 
cause they pay good hard- 
earned money for that 
service. He buys so that 
his guest will like what 
he buys well enough to 
want to pay for it again 
and again. 

Hotel operators and 
housewives work pretty 
much hand in hand. They 
are both operating, basic- 
ally, the same kind of 
business, except that the 
one does it on a much 


That is the Penn Harris’ quota for 1937. 
This hotel is typical of thousands of other 
As a group, they are America’s 


To please 121,047 guests is no simple 
task. The American traveler expects to 
be, and is, treated like a king in his own 
right. He demands and gets only the best. 

A hotel operator is not a retailer. 
is, in every sense of the word, the ultimate 
The furniture, the rugs, the 
paint, the sheets, the bathroom fixtures he 
buys are not bought for resale any more 
than are these items bought by Mrs. 


But the hotel man does not buy to keep 


it has r 
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smart housewife uses in her home she 
usually finds in her hotel. 
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What the 
She finds it 


because the hotel operator is smart enough 


He 


new lamp. 


Maybe she didn’t see it at all. 


HOTEL MANAGEMENT 
CHECKING POINTS 


1. Since 1925 the largest 
A. B, C. circulation in the field. 

2. Subscription price of $3.00 
per year is highest in field. 

3. 1,500 more readers in 
“Owning and Managing” group 
than nearest competitor. 

4. By far the largest national 
advertising lineage for past ten 
years. 

5. Preponderance of exclusive 
accounts. 

6. To our knowledge, every 
reader survey made by either 
reader or advertiser during last 


ten years, overwhelmingly in 
favor of HOTEL MANAGE- 
MENT. 


to realize that the American traveler ex- 
pects the best when living at a hotel. 


Many times, however, the hotel man 
beats her to it. 
trend and fashion, he often goes one step 
ahead of her and gives her an idea for her 
home. Maybe it’s air conditioning, maybe 
it’s a new recipe; maybe it’s a new kind 
of chair; or a new shower curtain; or a 


In keeping up with the 


Maybe 
her husband saw it and 
mentioned it to her. 


All of which is just the 
cake without the frosting. 


There is plenty of frost- 
ing we can give you about 
the hotel market but this 
will serve as a basic story 
of why YOUR product 
can be sold to hotels. 


HOTEL MANAGE- 
MENT’S hotels are the 
cream of the industry. 
Your product advertised 
on its pages reaches the 
men who make the wheels 
go ‘round, 


HOTEL MANAGEMENT 
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1. Sey a a. 
. “ Long “Way pack in the ney-days of 1925 when 24 
ing * dollar pill was pig not only in size but in value, Can- - a - 
, non Mills decided that it ought to do something about eof 
= the fact that its name was known only to the depart ! 7 
ment stores which prought UP Cannon's yearly supply . 4 
| and used their own private label. ' _ 
They knew they had good towels. But who else 7 
| knew it pesides the big puyerts, the directors wanted 
to now? Pe 
4 So it was decided to sell Cannon towels under the —mU— | 
Cannon label. The problem was: how pest to acquaint Fs i —_— 
the public with the fact that Cannon Mills was sell- ! ee! 
ing the best towel on the market? The solution (nally ied 
\ arrived at: jet the public use Cannon towels om theit | , 
z own shoulders and see for themselves that they were =. 
the best they could buy- aol 
d 4 The only market where this idea could be given 4 rs { 
— fair trial was the hotel market—where so many other cy aes 
“am products have been introduced to Mrs. Housewile- ' ‘ 
ay The rest of the story you've already guessed: Yes, . 
” Cannon Mills used HOTEL MANAGEMENT first to f . 
y . introduce their product to smart notel operators. of i 
=: course it went over with a bans “Canaon” js now 4 saree 
: “ae pyword in toweldom. Ask Gordon Cole, Advertising ae 
. a Manager of Cannon Mills, what he thinks of the part ae 
: HOTEL MANAGEMENT played and is still play- a 
= Sg ing in the success of Cannon Towels. | } 
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CONTRASTS OLD WITH THE NEW 


BOSS OF THE ROAD 


HIS new light 

touring car fills 
the demand for an 
automobile between 
a runabout and a 
heavy touring car. 
It is positively the 
most perfect ma- 
chineon the market, 
having overcome all 
draw-backs such as 
smell, nvise, jolt, 
etc., common to all 
vther makesof Auto 
Curriages. 5 is Su 
simple that a boy of 
1$ can run it. 

Por beauty of finish it is amequaled—and we promise IMMEDIATE DELIVERY. 
We haven't space enough te enter into its mechanical detail, but if you are interested in 
the NEWEST and MOST ADVANCED AUTO manufactured to-day write us for particulars. 


FORD MOTOR COMPANY 
689 Mack Avenue Detroit, Mich. 


Kraft Urges More 
Coordination of 
Sales, Advertising 


(Continued from Page 1) 


The Latest and Best 


trade laws and distribution trends. 

“The ideas behind most of the 
recent legislative measures affecting 
business are good,” he declared. 
“They reflect a consciousness of the 
changing economic picture and they 
represent some attempt to help 
solve these problems. 

“Most business men had the spirit 
of these laws in effect anyhow. The 
fact that legislative measures ‘beat 
us to the gun’ on a lot of things is 
no reason why we should now 
damn the ideas in which we really 
believe.” 

Although he pointed out that 
most manufacturers in the food and 
grocery field are as yet averse to 
minimum price contracts, he em- 
phasized that Kraft-Phenix had 
been an early user of fair trade 
laws. More and more manufac- 
turers are adopting a similar policy, 
he added. 

Citing the growth of the super- 


Page insertions in newspapers of major cities recall copy of the Ford Motor Com- 
pany that appeared “way back when,” in many instances in the same newspaper 
Ilustrations of early models offer a striking con- 


market as an important distribution 
trend, Mr. Kraft predicted that this 
type of outlet would widen the 
opportunity for advertised brands 


full assortment of products. 
Other developments mentioned 


toward improved 
dealer relations. 


Houston, Texas, Shows Up No. 1 
in Survey of Key Trading Centers 


Houston ranks tops in the nation in the 
October report of Brooke, Smith G French, 
Inc., surveying sales expectancy in the 
147 leading American trading centers . . . 
Houston, likewise, occupies the center of 
one of the very, very few black (Good 
Prospects) areas on the current Brook- 
mire Income Map, estimating U. S. con- 
sumer income for the next six months... 
Rich from its seaport, oil, manufacturing 
ond agriculture, Houston is ONE city 
where you can sell easily, profitably, and 
CONTINUOUSLY. 


THE HOUSTON CHRONICLE 


LEADS THE SOUTH IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


R. W. McCARTHY THE BRANHAM AGENCY 
Manager National Advertising National Representatives 


manufacturer- 


Central Council of 
4A‘s Hears Plea 
for Factual Copy 


Chicago, Nov. 22.—That Amer- 
ican manufacturers should figura- 
tively maintain warrens of human 
and mechanical guinea pigs to test 
the relative quality of their prod- 
ucts and make the results of such 
tests known in their advertising as 
a guide to consumer buying was 
urged by Mrs. Mabel Taylor Gragg, 
Harvard School of Business Admin- 
istration, in a round table discus- 
sion before the Central Council of 
the American Association of Ad- 
vertising Agencies, which met to- 
day at Medinah Club. 

“Since it appears the function of 
advertising is to interpret merchan- 
dise to the public, there is a grow- 
ing need for more factual informa- 
tion from manufacturers which may 
guide the consumer in his pur- 
chases by telling him, first, what 
the product is in terms of ingre- 
dients and measurements and, sec- 
ond, more about the product in 
terms of performance,” Mrs. 
Gragg declared. 

To illustrate the need for more 
specific information as to quality 
and performance as an aid to the 
consumer when purchasing house- 
hold equipment, six different makes 
of electric toasters, ranging in price 
from $16 to 98 cents, were intro- 
duced. 


Other Viewpoints Given 


Those taking part in the round 
table discussion and representing 
respectively the point of view of 
the manufacturer and retailer, the 
housewife, and the advertising 
agency were William C. Macey of 
Sears, Roebuck & Co.; Mrs. W. E. 
Fribley, president of the Chicago 
Housewives league and chairman of 
the Cook County Consumers Coun- 
cil; and John H. Jameson, McCann- 
Erickson, Inc. 

Other speakers at the meeting, 
which was presided over by Homer 
Havermale, vice-president in charge 
of the Chicago office of McCann- 
Erickson, Ine., were: Gilbert Kin- 
ney, senior vice-president of J. 
Walter Thompson Company and 
chairman of the board, American 
Association of Advertising Agen- 
cies; George Link, Jr., legal coun- 
sel for the association; Dr. F. J. 
Cullen, general representative of 
the Proprietary Association at 
Washington, D. C.; Vernon C. 
Myers of Look; and Dr. R. N. Mc- 
Murry, Chicago representative of 
the Psychological Corporation, who 
read a paper prepared by Dr. 
Henry C. Link, president of his 
company, who was unable to at- 
tend. 

Others who took part in the meet- 
ing were: Kennett W. Hinks, J. 
Walter Thompson Company, vice- 
chairman of the association; John 
M. McDonald, Buchen Company, 
secretary, and R. W. Metzger 
Ruthrauff & Ryan, who was in 
charge of the entertainment at the 
dinner which closed the session. 


Gannett Aids “Liberty” 
Series on Advertising 


Gannett Newspapers has _ pur- 
chased more than 11,000 copies of 
Liberty each week since Nov. 5, dis- 
tributing the magazine to all teach- 
ers and educators in cities where 
Gannett newspapers appear. 

The purpose is to increase the 
audience for the series of articles 
by George Sokolsky on “The Amer- 
ican Way of Life,” a story of adver- 
tising’s part in the social and eco- 
nomic system. 


Special Preview Issue 


Instead of its annual review 
number, published at the begin- 
ning of every year, Iron Age has 
designated its Jan. 5 issue as a 
“preview” edition. 

The issue will mark the start of 
an editorial campaign to point the 
way toward “more effective con- 
trol of production at lower costs.” 


Becomes APA Member 


American Poultry Journal, Chi- 
cago, has been admitted to member- 
ship in the Agricultural Publishers 
Association. 


in Monopoly Probe, 
Says O’Mahoney 


(Continued from Page 1) 


it has no intention of seeking 
regulate advertising and will ag 
for no legislation in that direction 


Gets Economic Picture 


The monopoly committee wij 
open its hearings with a three-day 
presentation of “the whole economic 
picture” by Isadore Lubin, chief o 
the Bureau of Labor Statistics. 
Willard Thorp, of Dun & Brad. 
street, who is on “loan” to the Com. 
merce Department’s unit of the 
committee, and Leon Henderson, 
executive secretary of the commit. 
tee. 

Immediately thereafter the com. 
mittee will begin hearing the pres. 
entation of testimony in connection 
with the Justice Department's study 
and report on the patent situation, 
particularly with respect to patent 
pooling arrangements. The “guineg 
pig” for this phase of the investi- 
gation will be the automobile and 
glass container industries. In the 
former, where patent pooling is an 
accepted practice, the investigation 
is expected to show the benefits of 
such an arrangement for the good 
of the consuming public through 
price reductions and economies in 
manufacture. Whether a like 
beneficial result will be shown from 
similar practices in the glass con- 
tainer industry is still in question. 

The first phase of the inquiry, 
that on patents, will continue to the 
Christmas holidays, it was indi- 
cated. No plans have yet been 
made on what the second phase of 
the hearings will cover. 


“Republic” & “Gazette” 
Issue Special Edition 

A 172-page Fray Marcos de Niza 
400th anniversary edition was pub- 
lished by the Republic and Gazette, 
Phoenix, Ariz., Nov. 19 and 20. 

The edition contained 13,986 
‘nches of advertising, the largest 
amount for a single issue in eight 
years. 


Frederick Heads “Tide” 


David Frederick, editor of Tide 
since 1936, has been appointed 
president and publisher succeeding 
Frank McCullough. Mr. McCul- 
lough, formerly with Young & 
Rubicam, New York, returns to the 
agency as account executive. Ellen 
L. Hess, associate editor, has been 
appointed editor. 


Uses “American Home” 


The Christmas campaign for 
Magic Chef electric ranges, de- 
scribed in the Nov. 21 issue of 
ADVERTISING AGE, is appearing in 
American Home, as well as the 
other publications mentioned. 


Noble Appointed 


Southern Fertilizer & Chemical 
Company, Savannah, Ga., has ap- 
pointed Albert Sidney Noble, New 
York, to handle its outdoor adver- 
tising. 


STOCK PHOTOS 


Thousands of ready-to-use illustra- 
tions, on all subjects, are available 


for your inspection. Write, wire or 


phone 


KAUFMANN & FABRY CO. 


425 S& Wabash Avenue @ Chicage 
Telephone Harrison 3135 
106 West 43rd St. NEW YORK. Phone Bryant 9-6682 
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@ In numerous 
cases rotogravure adver- 
tising alone —without the help of 
other mediums —has produced definite 
sales increases. The experience of a 
prominent food manufacturer related on 
the next page is typical. Evidence of this 
nature ... particularly in times like these 
.. . must be conclusive proof that Adver- 
tising Dollars spent in the Rotogra- 
vure Sections do give the 
advertiser More for his 


Money. 
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FRONTS FOR SANTA 


ek 


Sl 


= REFRIGERATOR 


refrigerator lends 


This Westinghouse 

itself well to Santa's ample girth and 

thus becomes an integral part of a dis- 

play to be featured by dealers during 
the holiday season. 


Television Flurry 
Creates Problem 
on Standard Sets 


Philadelphia, Nov. 22.—Increased 
activity in the television field is 
creating a problem for those manu- 
facturers desirous of marketing the 
current crop of standard radio re- 
ceivers, it appeared today. 

A statement made by Larry E. 
Gubb, president of Philco Radio & 
Television Corporation, loomed as a 
reassurance to prospective buyers 
of radio receivers that when tele- 
vision finally arrives it will be 
possible to adapt sound receivers 
to visual reception. 

Although predicting that convert- 
ers could be added in the future to 
these sets to make them serve for 
television, Mr. Gubb declared, “No 
radio receivers sold today or likely 
to be sold in the near future are 
designed to receive directly tele- 
vision sound signals.” The italics 
are Mr. Gubb’s. 


Public Is Disturbed 


This question, he said, is one 
agitating the radio trade and the 
public as a result of certain claims 
recently made. Television sound 
signals, he pointed out, are broad- 
cast on frequencies ranging from 44 
to 108 megacycles. No commercial 
receivers, he added, are available 
that receive up to much more than 
22 megacycles. 

“When television does come,” he 
commented, “converters can easily 
be made and sold which will con- 
vert the television sound frequencies 
into lower frequencies which can be 
received by most of the better sets 
of any make now offered for sale 
today. 

“Television will never supplant 
radio,” he concluded. “It is simply 
another service. Radio programs as 
we now know them will continue 
to the end of time.” 


Johnston Chairman 


of Western Rails 

Charles E. Johnston, president of 
the Kansas City Southern Railway 
Company, Kansas City, has been 
elected chairman of the Western 
Association of Railway Executives, 
hicago, and commissioner of west- 
fn railroads. He succeeds the late 
Harry Guy Taylor in both posts. 
The association conducted a co- 
operative advertising campaign sev- 
ral years ago which was said to 
have inspired the later campaign by 


the Association of American Rail- 
Toads, 


Friday Named Director 

John A. Friday, president of Du- 
au ne Brewing Company, Pitts- 
Uurgh, has been named to a three- 
year term on the board of directors 
of United States Brewing Associa- 
ton. He has also been re-elected 
& director of the United Brewers 
Industrial Foundation. 


= : 
y —s 


Lowly Potato 
Draws 9-State 
Promotion Support 


Chicago, Nov. 23.—Newspapers, 
trade papers and radio will be used 
in promotion for National Potato 
Week, Dec. 2-10, Hugh B. Tabb, 
executive secretary of the National 
Potato Association, announced here 
this week. 

This special week will be the first 
organized national promotion for 
potatoes, Mr. Tabb emphasized, and 
will also enlist the support of Potato 
Association of America, governors 
of nine states, nine food distribut- 
ing organizations and the state com- 


missions of Maine and Idaho. Di- 
rection of the campaign, Mr. Tabb 
said, will be in the hands of 
Sturges Dorrance, president of 
Brooke, Smith, French & Dorrance, 
New York, the agency now serving 
the Maine potato advertising com- 
mission. 

It is expected that the Maine and 
Idaho commissions will feature the 
week in current advertising for 
potatoes. Other local copy will be 
supplied by the food distributing 
organizations, while Mr. Tabb will 
deliver a radio address over 17 sta- 
tions of the Mutual Broadcasting 
System and the Yankee Network 
Dec. 1. 

The nine governors will issue offi- 
cial proclamations in support of the 


week. In connection with this spe- 
cial promotion it is rumored that 
other large potato producing states 
may shortly join with Maine and 
Idaho in regular advertising of 
their crops. 


Hill Named by WTAG 

Edward E. Hill, formerly director 
of Station WORC, has been ap- 
pointed director of Station WTAG, 
Worcester, Mass., succeeding the 
late John J. Storey. Mr. Hill will 
assume charge of the Telegram-Ga- 
zette station Dec. 1. 


Ferry-Hanly Named 

Soft-Lite Lens Company, New 
York, has appointed Ferry-Hanly 
Company, New York, to direct its 
account. 


Houck Arranges Exhibit 


Virginia State Poultry Federation 
has appointed Houck & Co., Adver- 
tising, Roanoke, Va., to design its 
exhibit at the Seventh World’s 
Poultry Congress and Exposition to 
be held in Cleveland in July, 1939. 


Silberstein Adds Markwell 


Norman Markwell, formerly with 
L. H. Hartman Company, New York, 
has joined Alfred J. Silberstein, 
Inc., New York, as account execu- 
tive. 


“Chain Store Age” Moves 


The Chicago office of Chain Store 
Age has moved to 612 N. Michigan 
avenue. The telephone number is 
Delaware 2844. 


CHO Lt MMM Lit We fi Md 


Newsweek’s 


Septem ber-October- 


November gain is 


29% 


For the three months of September, 
Octoberand November, 1938, News- 
week has gained 29.2% in adver- 
tising revenue over the same months 


of last year. 


Significance 


worthy gain is a reliable index to 
advertisers’ growing esteem for 
Newsweek's high-income families, 


Newsweek's note- 


now over 320,000 strong. 


Newsweek 


The Magazine of News Significance 


Time and again, this above-average 
audience has produced at low cost. 
Moreover, Newsweek's thrifty page 
rate enables it to offer quality with 
the utmost economy. One dollar in 
Newsweek buys more families with 
annual incomes above $3,000, than 
in any other national magazine! 


The Trend's to Newsweek 
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Mandable’s New Post 

Clarence B. Mandable has joined 
Allen - Klapp - Frazier Company, 
newspaper’ representative, Chi- 
cago. He came from Prudden, King 
& Prudden, where he spent 14 
years. 


Account to Smith 

John A. Smith & Staff, Boston, 
has been named to direct the ac- 
count of Colburn & Fallon, Mont- 
pelier, Vt., seller of hams and pork 
sausage by mail. Magazines and 


direct mail will be used. 


Juneau Forms Agency 


Clarence Juneau, formerly gen- 
eral manager of Station KYA, has 
organized Clarence B. Juneau 
Agencies, Inc., general advertising 
service, at 214 S. Vermont street, 
Los Angeles. 


Bait "y ‘ 


— 
ae 


O'Toole, this “Upper” and “Lower” fol-de-rol that the new government 
study precipitated, has me in a dither. Sounds like some sort of railroad talk. 


Snodgrass, don’t be dull. It’s really quite simple. Lower Incomes aren’t the 
thing at all this year. Upper Half’s the rage! 


O’Toole is really being redundant—and Snodgrass’ predicament is pretty typical. In 
fact, nothing’s changed but the name. In advertising terminology for years—the 
biggest buyers in the A*, B*, C*, D* and E* income groups—the D (or $1000 to $2000 
families)—have been called “Lower Income”. Dividing all family incomes at the 
median of $1160, as some interpreters of the new government buying study do, 
simply shoves most of this big-buying low-income market into the “Upper Half”. 
They're what make the upper “half” important! 


We were confused too, that’s why we wrote it all down in easy words—with “pictures”’. 
What we wrote, we called, HOW TO SIFT THE WHEAT FROM THE CHAFF-a file 
sized booklet, your copy of which is waiting. Invest a stamp in asking for it. See if it 
doesn’t put an end to your confusion on these delicate matters of terminology—and 
get you back to making sales. Just address True Story Magazine, Room 1632, Chanin 


Building, New York City. 


* UPPER HALF 

Over $5000 
$3000-$5000 
$2000-$3000 
$1000-$2000 


LOWER HALF 
Under $1000 


coOe> 
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Capitol Limited 
Forges New Link 
In Diesel Travel 


Advertising, Publicity 
Focus Attention on 


B & O Streamliner 


Chicago, Nov. 23. — Happily 
blending the arts of advertising and 
publicity to create maximum pub- 
lic interest, the Baltimore & Ohio 
Railroad today christened its new 
Capitol Limited, first Diesel-pow- 
ered streamliner to the East, just 
before the ensemble in blue, gray 
and gold steamed out of Grand 
Central Station on its maiden voy- 
age to Washington. 

Charles F. Kettering, vice-presi- 
dent of General Motors Corpora- 
tion, whose subsidiary, Electro- 
Motive Corporation, built the Die- 
sel engine which provides the mo- 
tive power for the new streamliner, 
addressed the Chicago Association 
of Commerce today at a meeting 
dedicated to the new B. & O. train; 
Kay Goodman, society deb, broke 
a bottle of champagne to send the 
steel shell on its way; 1,000 homing 
pigeons were released from the 
head of the train bearing messages 
from Mayor Kelly, of Chicago, to 
the chief executives of other cities 
throughout the country. Yesterday, 
the public, in response to a buried 
invitation in newspaper advertis- 
ing, inspected the train at the rate 
of 600 people hourly. C. W. Gallo- 
way, vice-president in charge of 
operation and maintenance of the 
B. & O., also spoke at today’s 
luncheon. He represents the third 
generation serving the road, his 
grandfather having driven one of 
the first horse-drawn cars of his 
era. 


Finn Arranged Events 


All of these events were ar- 
ranged by Joseph H. Finn, account 
executive of Reincke-Ellis-Young- 
green & Finn, which handles B. & 
O. advertising from Pittsburgh to 
the Pacific Coast, as well as the 
promotion of the Alton Railroad 
Company, a subsidiary. The East- 
ern advertising for the B. & O. is 
placed by Richard A. Foley Adver- 
tising Agency, Philadelphia. Mr. 
Finn said that a considerable vol- 
ume of follow-up advertising will 
follow the introductory copy. 

The new _ streamlined Capitol 
Limited, forging the final link in 
this modern form of transportation 
from the Pacific to the Atlantic 
Coast, is replete with innovations. 


—102 


good 


display ideas 


and examples 


that you can use 


again and again 


—= 


Six-wheel rubberized trucks Cause 
the veteran railroad man to marvel, 
while the traveler is likely to be 
more impressed with the facilities 
provided in each Pullman for ele. 
tric shaving, or the new full~see. 
tion arrangement which allows him 
to lift up one end of the berth g, 
that he can rise to his full height 
while dressing. 


Engine Cost $500,000 


From the capital investmer, 
point of view, experts find it jp. 
teresting to reflect that the Diego) 
engine cost the B. & O. $500,999 
or about three times as much q 
an old type engine. It required gi, 
of the old timers, however, to get 
the Capitol Limited to Washingto, 
while the new Diesel electric wij 
make the entire trip without draw. 
ing a long breath, and be ready , 
few hours later for the retym 
jaunt. 

The advertising bringing the ney 
train to the attention of the public 
was almost as streamlined as the 
product it extolled. An_ illustra. 
tion of the train occupied almost 
half of the space, the remainder 
being devoted to highlights such as 
close coupling of cars which has 
banished jolts and jars. 


“Knott Knotes” 
Now “Metropolis” 


The house magazine of the Knott 
hotel chain, Knott Knotes has been 
sold to Morrill Cody Publications, 
New York, and will be published in 
the future under the name of 
Metropolis. The size will be in- 
creased to 8%4 by 11% inches. 

Morrill Cody, formerly with Lit- 
erary Digest, is publisher, and 
Marion Holbrook, formerly with 
Young & Rubicam, New York, is the 
editor. The magazine will continue 
to be distributed monthly to the 
guests of the Knott hotels. 


Plishker Promoted 


Herbert E. Plishker has been ap- 
pointed advertising and sales pro- 
motion manager of the lamp divi- 
sion of Westinghouse Electric & 
Mfg. Company, New York. He has 
been on the advertising staff of the 
lamp division and has served as 
assistant advertising and sales pro- 
motion manager for six years. 


To Expand Spring Drive 

Color and black-and-white space 
in three national magazines will be 
used by Phillips Jones Company, 
New York, men’s furnishings, for its 
spring line, which has just opened. 
Chester H. McCall Company, New 
York, is the agency. 


Heineman Advanced 


Mort Heineman, formerly account 
executive, has been appointed 
treasurer of the Franklin Bruck Ad- 
vertising Corporation, New York. 


~ Tolle 


DISPLAY IDEAS 


Just 


STIMULATOR and source book of ~ Published 
A fundamentals, ideas, methods for 
effectively using displays to demonstrate 
or feature a product, dispense samples, 


assist dealers, support other advertising, 
or for any of scores of other services in 
102 
a display can do and shows 
a IDEAS 
fea- 
tures of each display. Includes 50 check- 
promotion, 


a merchandising Lists 
things that 
102 actual 
them well. 


campaign. 


successful displays that 
Discusses significant 


ing points on point-of-sale 
hints on getting displays used, 
this book for quick, practical 


etc. 


help 


planning and using displays more effec- 


tively. 


See 


TESTED 
DISPLAY 


Compiled by the Editors of 
Printers’ Ink 

in 198 pages, 5x 7%, illustrated, 

2.00 


Adaptable ideas for using displays to: 


show product in use 
feature new package 
dramatize arguments 
atmosphere 
literature 


sales 
create 
dispense 


McGraw-Hill Book Co., Inc., 330 W. 49nd St., N. 


plus few cents postage, or return book postpaid 


10 DAYS’ EXAMINATION ON APPROVAL—SEND COUPON 


Send me Tested Display Ideas for 10 days’ examination on approval stones.) 
(Postage paid on orders accompanied by remitts 


—promote premiums 
promote full-line selling 
<reate a department 
-increase unit of sale 


¥. C. 
In 10 days I will send $2 00. 


Name . 
Address . Position 
oa-38 
City and State Company. Age-1l 28 
(Rooks sent on approval in U. 8. and Canada only j 
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ADVERTISING AGE 


Advertising Media 
Held Strongest 


Variety Is Stressed 
by Foremost Manufac- 
turers 


Chicago, Nov. 23.—A large num- 
per of the advertisers who produce 
profits year in and year out, regard- 
less of general business conditions, 
rely on a combination of media, 
rather than a single medium. Re- 
gardless of the dominance of cer- 
tain fields by a single company, ex- 
cellent profit opportunities remain 
for smaller competitors. 

These are two of the morals 
drawn by American Business, in 
listing 136 companies which have 
earned profits every year during the 
last decade. The publication asked 
two leading statistical organizations 
to provide a list of 100 companies 
which had achieved such a record, 
and when duplications were elim- 
inated, 136 remained. The list in- 
cluded 86 consumer goods compa- 
nies, 16 retailers, 15 capital goods 
manufacturers, 14 public service 
companies, and one amusement cor- 
poration. Broken down, the list re- 
veals 21 food companies, nine cigar 
and tobacco companies, six oil com- 
panies, six drug and pharmaceuti- 
cal companies, four building ma- 
terials producers and three office 
equipment manufacturers. 

“All but 24 of these 136 profit- 
makers are extensive national ad- 
vertisers,” commented the publica- 
tion, “and of this number the public 
service companies and _ retailers 
obviously could not advertise on a 
national scale without great waste. 


Emphasis on Variety 


“Another point is that few, if any, 
of these steady profit-makers have 
been content to put all their adver- 
tising efforts in a few media. Most 
of them are using many kinds. The 
management which tries to stake 
everything on one big campaign in 
one medium is flying in the face of 
strong evidence that no one medium 
will put over a product or a com- 
pany, successfully or economically.” 

Discussing opportunities in fields 
which are dominated ,by one com- 
pany, the publication offered East- 
man Kodak Company as a classic 
example of a giant which, though 
it makes profits consistently in good 
and bad times, is unable to capital- 
ize all of the opportunities which it 
has created. 

“In the past few years smaller 
companies have enjoyed a tremend- 
ous increase in business,” it was 
pointed out. “German companies 
have chalked off a big share of the 
high-priced camera field; several 
sensational successes have been 


made in the lower priced camera 
field, and at least two companies 
have made big gains in film and 
photographic paper sales, despite 


'? 
% John J. Gillin, Jr., Mgr. 

, Representatives—John Blair Co. 
Owned and Operated by the 
Woodmen of the World 
Life Insurance Society 


Eastman’s undoubted dominance of 
the field.” 

In the shoe field, United States 
Shoe Company, though over- 
shadowed in stature by Interna- 
tional Shoe Company, has made 
great strides and has yielded divi- 
dends steadily, while in the cigar- 
ette field Philip Morris & Co. has 
made remarkable progress in the 
face of keen competition from the 
Big Four. 


Sun-Surf Names Gardner 


Petroph & Jacobs, Inc., New 
York, Sun-Surf Modes bathing 
suits, beachwear and _ sportswear, 
has appointed Alvin Gardner Com- 
pany, New York, to handle its ac- 
count. National fashion magazines 
and direct mail will be used. 


Advertisers in the Oklahoma-Texas area today 
have their greatest farm paper buy in history. 
Farmer-Stockman circulation has reached a new 
peak... the milline rate is one of the lowest in the 
farm paper field. There has been no rate increase 
on The Farmer-Stockman in the past twelve years. 


Drug Makers Plan 
Joint Exhibit 
at New York Fair 


New York, Nov. 22. — A Cooper- 
ative exhibit sponsored by five 
major drug manufacturers in the 
Hall of Pharmacy at the New York 
World’s Fair will tell the story of 
research, manufacturing precision 
and quality control behind nation- 
ally advertised drug products, ac- 
cording to plans outlined this week 
by William Bristol, Jr., vice-presi- 
dent of Bristol-Myers Company. 

Mr. Bristol, chairman for the ex- 
hibitors’ group, said that the fol- 
lowing companies are collaborating 


in the project: Bristol-Myers Com- 


pany, Charles H. Phillips Chemical 


| Company, Emerson Drug Company, 
| Lambert Company and the Schering 
| Corporation. 


Plan Giant Medicine Chest 


Focal point of the exhibit will be 
a giant size medicine chest with 
multiple stages built on a 35 foot 
turntable. This chest will be dram- 
atized as the first line of defense 
against disease and infection in the 
home. 


Scenes from Laboratories 


In presenting the story of the re- 
search and production involved in 
these products, actual scenes from 
the manufacturers’ laboratories will 
be used. Motion pictures, giant 
size puppets, dioramas and other 
devices will also be utilized. 


Two Join NBC 


WLBZ, Bangor, Me., owned by 
Maine Broadcasting Company and 
operating on a 620 kilocycle regional 
channel with 1000 watts power dur- 
ing the day and 500 watts at night, 
and WRDO, Augusta, Me., operating 
on a local channel of 1370 kilocycles 
with 100 watt power, will become 
affiliated with the National Broad- 
casting Company Dec. 11, bringing 
the number of stations in the NBC 
network up to 162. 


Weed Adds Adell 


Weed & Co. has appointed Charles 
M. Adell as manager of its Detroit 
office. Mr. Adell was formerly with 
NBC and RCA Mfg. Company. M. J. 
Thoman has been shifted from the 
sales staff in Detroit to the Chicago 


| office. 


HERE IS THE TEN YEAR RECORD! 
IOZY...ncanstimmant 192,110 Bi esicotatninse> 199,600 
GID,...ccicioosrens 197.614 MGB i csitncoseeis 211,936 
WO S sacosercsouan 205,441 a 226,217 
| Sen 195,251 BOGS sis cscttneetes 225.140 
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Forty-five thousand new subscribers have been 


added to The Farmer-Stockman circulation rolls in 
the past ten years. This tells the story of reader 
preference for The Farmer-Stockman in the Okla- 
homa-North Texas area... a reader preference that 
is constantly reflecting itself in increased sales for 
those advertisers who make the Southwest's fav- 
orite farm paper a definite part of their sales pro- 


grams in this rich agricultural area. 


THE DAILY OKLAHOMAN 


Je FARMER 
STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 
THE OKLAHOMA PUBLISHING COMPANY @ WKY 


@ OKLAHOMA CITY TIMES 


MISTLETOE EXPRESS @ KVOR, COLORADO SPRINGS 


REPRESENTED BY THE KATZ AGENCY, 


INC. 
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Sales Cost Held 
Vital Factor in 
Merchandising Plan 


Survey Finds 24% of 
Families Living in 
"Trade Desert" 


New York, Nov. 22.—Seeking to 
identify the elusive factor that 
makes one city a better market than 
another of equal size, Liberty has 
just completed a study which di- 
vides the country into 850 buying 
areas, and applies a_ three-way 
yardstick to each in order to estab- 
lish its profit possibilities. 

The theme of the study is that 
any improvement which can be 
made in measuring markets is an 
improvement in measuring profit 
opportunity. To the usual bases 
for comparison—population and to- 
tal volume of retail sales—the 
magazine adds a third, cost of sales. 
Application of the triple gauge is 
offered as a sales instrument which 
spots market areas that are worth 
cultivating. 

Markets are divided into five 
grades. At the top is a group of 120 
which contain 49.6 per cent of the 
nation’s families and account for 
62.6 per cent of the retail sales, ac- 
cessible through a market center of 
at least 50,000 population. 

In the second bracket are 118 
markets accounting for 7.2 per cent 
of the families, and 7.7 per cent of 
the retail sales, accessible through 


were ‘attention getters’ 


l 
market centers of more than 25,000. 
In the third bracket are 162 mar- 
kets, with 7 per cent of the fami- 
lies, and 7.1 per cent of the retail 
sales, accessible through centers of 
less than 25,000. In the fourth are 
274 markets accounting for 6.8 per 
cent of the families and 5.7 per cent 
of the retail sales, in which at least 
50 per cent of the sales are concen- 
trated in the market center. The 
fifth bracket contains 176 markets, 
with 5.4 per cent of the families 
and 4.2 per cent of the retail sales, 
but without the concentration in the 
market center which exists in the 
higher brackets. 


Accessibility Vital 


“This grading,” the survey points 
out, “measures markets in terms of 
their value to national advertisers. 
But a way to measure markets is 
not a way to sell them. Selling is 
a physical, not a theoretical opera- 
tion. It involves the movement of 
minds, of men and of merchandise. 
Selling is determined by time 
tables and road maps; by the prod- 
uct; by the number of men on the 
sales force, and the number of dol- 
lars in the advertising appropria- 
tion. 

“It would be impractical, if not 
impossible, to sell the first grade 
markets first, then the second grade 
markets, the third grade markets, 
and so on. The purpose of the 
three dimension measurement of 
markets is to predetermine their 
value in terms of profitable sales 
operation as business moves from 
market to market.” 

The 850 markets covered in the 
study comprise all but 24 per cent 
of the families and all but 12 per 
cent of the retail sales. The re- 
mainder of the country is termed a 


@ Every printer in the old days had a drawer full of eye-catchers 


like these. 


They were standard implements of warfare in the 


fierce combat of ad against ad. They still are. 


And this is what we mean by 
AD-TENTION VALUE 
in the Herald and Examiner 


In the new modern-sized daily Herald and Examiner, direct 
selling can be accomplished without such gadgets. 


For here is a paper with only a thousand lines to the page, 
easy to handle, inviting in appearance, alert with illustra- 
tions and interesting news. It is brief, suited to the time 
people have to read. It is factual and honest, suited to the 
need people have for truth and information. 


Here advertisements find themselves always alongside 
news-matter. Here there is no fold to hide your name, your 
price, your direct appeal. Here there is no struggle merely 


to be seen! 


In the daily Herald and Examiner, Chicago's only morning 


tabloid, you get more than space. 


You get visibility. You 


get “Ad-tention Value”—a plus value that makes the 40c 
line rate an excellent buy for your advertising money. 


You get not merely a circulation of 375,000, but a reader- 


ship of 375,000! 


HERALD AND EXAMINER 


Chicago’s NEWSpaper! 


“TABLOID 


_ NATIONAL REPRESENTATIVES = 


CUDAHY DRAMATIZES CHRISTMAS PACKAGES 


Cudahy Packing Company is using specially designed boxes to promote its prod- 
ucts during the Christmas holiday season. 


“business desert” which, because it 
is spread over 2,143 counties, can- 
not support national sales operation 
at a profit. 


Easiest Path Spotted 


The magazine’s sales map spots 
the markets by grade and indicates 
accessibility by motor or rail trans- 
portation, so that a sales campaign 
can be planned, by state, section, 
or for the country at large, to fol- 
low the lines of least cost and 
greatest returns. 

In a parallel study of advertising, 
the survey shows that magazine cir- 
culation in general follows the pat- 
tern of the market map, with 62 
per cent in the 120 top markets, 71 
per cent in the two highest brack- 
ets, 78.5 in the three highest, 84.3 
in the four highest and 88.5 in all 
850. 


Braverman Joins Roland 


Paul Braverman, formerly with 
Moore & Hamm, New York, has 
joined Roland Advertising Com- 
pany, New York, as account exec- 
utive. 


Kimball Appointed 

Fred Kimball, Inc., New York, 
has been appointed national adver- 
tising representative of the Inde- 
pendent, Monessen, Pa. 


Food for Gitts, 
Cudahy Packing 
Christmas Idea 


Chicago, Nov. 23.—Cudahy Pack- 
ing Company is prepared to offer 
manufacturers in other fields some 
competition for Christmas business 
and is receiving enthusiastic sup- 
port from retail grocers and meat 
dealers in this effort. Glorified 
Christmas packages, usually with- 
out advertising or identifying marks, 
have been developed to lend a holi- 
day atmosphere to food stores and 
arouse the interest of shoppers. 


Cheese in Gift Boxes 


The Cudahy cheese gift box is an 
example of how the company has 
dramatized its excursion into the 
new field. Five varieties of cheese 
in cartons surround a novel cheese 
cutter, the latter an appealing gift 
in itself. The cover is bright red 
with a large white poinsettia—a de- 
sign chosen for its adaptability to 
store display as well as for its holi- 
day atmosphere. 

Another novel Christmas gift 
suggestion meeting wide dealer ac- 
ceptance is a Cudahy tender ham 
in a pear shaped tin, with a bag of 
candied fruit and spices, and in- 


ship. 


Gaul! 


--THAT’S ‘‘AD-TENTION VALUE” 


Here, on the 1000-line pages of the Chicago Herald and 
Examiner, your advertisement is always seen. It lies al- 
ways in the path of the readers’ 
interest, for each page is stimulat- 
ing. each story and feature is 
keenly informative ... At 40c a 
line, The Chicago Herald and 
Examiner (Chicago's only morn- 
ing tabloid) offers you a circula- 


tion that is virtually all reader- 


Visualize this 625 line ad on a 
standard-site page Compare 
probable visibility. Compare re 
sults! Advertise in modern-site 


HERALD AND EXAMINER 


—, 
structions for decorating the 
The tin is wrapped in Cellophan. 
printed with a Christmas motif." 
tied with a gay ribbon. Other Bit 
wrapped foods include Puritan ten. 
der ham, Puritan bacon, Eye, 
Ready ham and choice dry sausage, 

Cudahy is providing dealers With 
colorful posters informing custom, 
ers that Cudahy gift packs wij) be 
shipped free anywhere ijn the 
United States. Newspaper advertis, 
ing of the food gift idea is being 
used in selected markets. 


Seek Legislation 
to Eliminate 
Highway Signs 


New York, Nov. 22.—A review , 
the fight to restrict highway adver. 
tising, and a discussion of restrip. 
tive measures to be introduced 
various state legislatures during th 
next year, featured a two-day cop. 
ference on roadside improvemen 
which closed here last week. 

The meeting, which attracteg 
nearly 200 men and women fron 
all parts of the country, was spon. 
sored by the National Roadside 
Council, the conservation commit. 
tee of the Garden Club of America. 
the roadside development commit. 
tee of the National Council of State 
Garden Clubs, and the American 
Planning and Civic Association. 

Most of those present seemed to 
agree that hope for further restric. 
tion of this medium lies in legisla. 
tive action. One speaker who ad- 
vocated another technique was 
Horace Brown, chairman, Vermont 
Association for Billboard Restric- 
tion, and a new member of the 
state legislature. He recommended 
that the major attack be centered 
upon advertisers and their agen- 
cies. 

He related how his home town of 
Springfield, Vt., used this method 
in eliminating “the billboard men- 
ace.” Until a year and a half ago, 
he said, there was no outdoor ad- 
vertising in town. Then seven 
large signs were erected on the 
main road. A local committee was 
formed, he said, and after a series 
of letters and petitions were sent 
to advertisers and their agencies, 


the offending signs were removed. | 


He explained that this form of 
pressure gets results “because ad- 
vertisers know that good will is 
essential to sell goods.” 

Colonel Frederick Stuart Greene, 
superintendent, New York State 
Department of Public Works, as- 
serted that for 18 years he has had 
a bill introduced in both houses of 
the legislature, regulating outdoor 
advertising, but it has never been 
voted out of committee. 


Brooks Heads Coty 


H. L. Brooks, treasurer and gen- 
eral manager of Coty, Inc., New 
York, since 1934, has been named 
president. He started with the com- 
pany in 1915 as office boy and later 
became a member of the sales staff, 
and then sales manager. 


Baker Names Fertig 


H. J. Baker & Brothers, New 
York, importer of Peruvian guano, 
has appointed Lawrence Fertig & 
Co., New York, to direct its adver- 
tising. Farm papers, radio and out- 
door posters will be used. 


RESULT STORY 


“Ad-tention value” brings 
direct sales, On three suc- 
cessive Mondays the Her- 
ald and Examiner ran 
identical 375-line ads for a 
big State Street store—iden- 
tical except that the last 
two referred to the SELL- 
OUTS of the first twol 


*Name and details 
on request 


CHICAGO HERALD 
AND EXAMINER 
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‘More Advertising 
‘Successfully Moves 


} prices. 


Big Orange Crop 


Industry Spent Over 
$26,000,000 During 
30-Year History 


Los Angeles, Nov. 23.—An in- 
crease of from five to seven cents 
ner box for advertising enabled the 
California Fruit Growers’ Exchange 


to market the largest orange crop in 
its history this year, in spite of a 
decrease in consumer purchasing 
power, Paul S. Armstrong, general 
manager, reported today. Returns 
to the grower were far from satis- 
factory, however, because of low 
Unrestrained Florida com- 
petition is also blamed. 

The California-Arizona citrus in- 
dustry marketed 107,330 cars of or- 
anges, lemons and grapefruit, ship- 
ments through the Exchange ac- 
counting for 71,702 cars, or 75 per 


bi cent of the total packed shipments 


from the two states. Ten cents per 
box was invested in advertising of 
lemons, three cents for grapefruit. 


Greater Unity an Aid 


Mr. Armstrong said that greater 
unity of purpose and elimination of 
duplication of facilities will im- 
prove the net profit showing. The 
aggregate packing house return was 
about $83,000,000 for the two states. 
Freight and refrigeration for the 
crop cost $48,000,000. 

The 1938 advertising appropria- 
tion was $2,285,000, bringing the 30- 
year total up to $26,742,000, or about 
1.16 per cent of the delivered value 
of the fruit during that period. 
While the media usually employed 
were retained, the 10 per cent par- 
ticipation of lemon funds enabled 
the exchange to use 30-minute 
transcriptions on 11 radio stations, 
which interpolated time and weath- 
er reports. A contest featured on 
the radio elicited 131,000 entries. 


Lemon Theme Profitable 


The test of laxative value of lem- 
ons has indicated that this theme is 
worth future emphasis, Mr. Arm- 
strong reported. The test was con- 
fined to the central division, where 
two independent research organiza- 
tions checked results. Further in- 
creases in consumption of lemons 
are promised by cooperation with 
the Tea Bureau, Inc. 


An important part of the ex- | 


toward | 


change’s research looks 
eventual marketing of canned or- 
ange juice, which would benefit 
both grower and consumer by re- 
ducing freight charges. The bitter 
substance which develops in the 


uice of navel oranges when canned | 


s been isolated and its chemical 


Sauer Advertising OLDTIME SPIRIT GETS MODERN TREATMENT 


Allowances Held 
Discriminatory 


Washington, D. C., Nov. 22.—C. F. 
Sauer Company, Richmond, Va., 
has violated the Robinson-Patman 
Act by extending advertising allow- 
ances to some retailers, but not to 
competitors handling the company’s 
extracts, spices, salad dressings and 
drugs, the Federal Trade Commis- 
sion alleged last week in a com- 
plaint against the company. 

The fact that the allowances were 
usually made in the form of credit 
memoranda or discounts provides 
an unusual feature which does not 
affect the basic situation, the Com- 
mission said. ‘The FTC specified dis- 
counts given to certain retailers, as 
follows: 


FTC Lists Discounts 


Wm. Wrigley, Jr. Company will use this theme for car cards and one, two, three 
and four-sheet posters. About 150,000 units have just been produced by 
McCandlish Lithograph Corporation for nation-wide distribution. 


Grocers, Inc., Washington, D. C., 
receives 5 per cent on net pur- 
chases. District Grocery Stores of 
Washington, D. C., 
ceived $40 a month and at present 
receives $50 a month. 


Stores receives 5 per cent generally 
“In the form of credit memo-|and 7% per cent on four-ounce and 
randa, Thomas & Howard Com- |one-and-one-quarter-ounce black 
pany, Inc. is granted 5 per cent and| pepper. J. Drake Eadens of Colum-| 
214 per cent on Duke’s mayonnaise; | bia, S. C., receives nothing. 
on Sauer’s package tea, 10 per cent: “The Miller Stores of Greenwood, 
Kwikdeth, 10 per cent; drugs, 10|}S. C., competitively engaged with “Many customers purchasing di- 
per cent; Thomas & MHoward’s|The Dixie Home Stores, receives rectly from The C. F. Sauer Com- 
Greenville, S. C., branch alone re-| nothing. Rose-Phillips Company re- | pany and competitively engaged 


formerly re-| 


Production Men 
Elect McKean 


Robert McKean, of Sherman K. 
Ellis & Co., has been elected presi- 
dent of the Production Men’s Club 
of New York. John Quinn, Pedlar 
& Ryan, has been named vice-presi- 
dent; Ben A. Fuchs, Murray Breese 
Associates, secretary, and Andrew 
Cozzi, J. Stirling Getchell, treas- 
urer. 

New members of the executive 
board are William T. Geller, Ferry- 
Hanly Company, the retiring presi- 
dent; George V. Potts, Grady & 
Wagner, and Harvey Volkmar, Top- 
ping & Lloyd. 


“Chicago Times” Shifts 
Griffin, Binder 


James A. Griffin, Jr., has assumed 
the duties of business manager of 
the Chicago Times. Richard Binder 
has succeeded him as national ad- 
vertising manager. 

David Preston, of the national 
advertising department, has been 
named manager of the Western ad- 
vertising office. Thomas B. Rob- 
erts, Jr., remains manager of the 
paper’s Eastern national advertising 
office in New York. 


Dawson-Gossett Moves 
Dawson-Gossett Studios has 


ceives 5 per cent on extracts ex-|ceives 5 per cent on Duke’s Mayon- | with the aforesaid are not accorded 
cept on the No. 2 size. Dixie Home|naise only. Nation Wide Service |any advertising allowances.” 


@ The problem: How can prospects be directed to 


dealers, in order to reduce substitution and make adver- 
tising results more certain? 

General Electric sought the answer by listing its electric 
| refrigerator trade mark, together with local outlets, in all 


easily locate dealers. 


use of the Classified. 
trade marks appear: 


Classified Telephone Directories throughout the country. 
That was in 1932. 


ientity determined. The exchange | 


s now studying means for its de- | 


struction or conversion to non-bit- 
te I 1 


derivatives. 


In the school ART field 


You can place your sales 
message before over one 
million progressive art 
educators and students of 
art in the public schools. 


@ Who does the buying? 


@ Where do the orders 
go? 


@ What influences these 
key buyers? 
All this and more is told in 
“CURIOSITY —the report of 
@ survey of art education. 
Send for your copy now to 
THE 


SCHOOL ARTS 
MAGAZINE 


28 Printers Bldg. Worcester, Mass. 


es 
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For Radiator systems and 
warm air heated homes. 
Dependable. quiet. clean. 
a More heat with less 
oil. 


@) This experience is only a small part of the evidence. May we show you more? And 
may we discuss this Dealer Identification Service for your business, as a tested way to 
| imecrease sales? American Telephone & Telegraph Co., Trade Mark Service Division, 195 Broadway, 
| New York (EXchange 3-9800) or 311 West Washington Street, Chicago (OFFicial 9300). 


}moved to 551 Fifth avenue, New 
| York. 


2) This advertiser’s experience proved highly satisfac- 
tory. In common with many other users, General Electric 
found that “the Classified pays”—for prospects could now 


The result: General Electric has steadily increased its 
Today the following well known 
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IT'S A MODERN MYSTERY 


‘Twenty thousand miles and I never 
had the hood up. I can't find it.’’ 


1038 by the Curtis Publishing Company. 


-Reprinted by special permission from The Saturday Evening Post. 


Copyright 


Ad-li 


No Sale Here 

We present for your inspection 
this week the printed piece with 
which Mr. B. H. Matthies confounds 


Criticism from Within 


ADVERTISING AGE has 
share of answering 
advertising and marketing practices 
emanating from _ outside 


done its 


and remember that criticism, even 
though it may not always be based 
on sound premises, is essential to 
advertising progress. And sincere 
criticisms from within are equally 
valuable, pointing the way to im- 
provement which will increase the 
power and effectiveness of adver- 
tising. 

These reflections are the result of 
reading a letter from Dale Nichols, 
distinguished Chicago designer, who 
feels that ADVERTISING AGE is not 
enough of a crusader in behalf of 
better advertising, especially from 
the standpoint of art and design, 
and who takes advertising men as 
a class to task for their ignorance 
of and lack of interest in the basic 
questions of advertising design. We 
believe that Mr. Nichols’ comments 
represent an exaggeration of the 
facts, and yet a sincere and vigor- 
ous expression of his ideas may be 
decidedly worth while. 

Some of Mr. Nichols’ strictures 
include the following: 

“Men who brag about their abili- 


Making the Copy Fit the Medium 


The plan of the Travelers’ Insur- 
ance Company, whose advertising 
copy is carefully specialized to the 
media employed, was presented to 
the Life Advertisers’ Association by 
C. W. Van Beynum, its publicity 
manager, and reported in ADVERTIS- 
ING AcE for November 21. It is an 
idea which we have urged editor- 
ially a number of times, and which 
we believe has far greater possibil- 
ities than is generally realized. 

The task of studying media so 
thoroughly as to be able to develop 
copy coinciding both with their edi- 
torial appeal and types of readers is 
a large one. General application 
would entail much greater expense 
for the production of advertise- 
ments, since many more individual 
ads would be required than when a 
single piece of copy is used in a big 
list. Yet the results can certainly 
be sufficiently improved to justify 
the added costs. 


Mr. Van Beynum showed how 


criticisms of | 


sources. | 
Yet it may be just as well to pause | 


ties as advertising executives insist 
that art be so poor that it is worth- 
less to anyone after the plates are 
made; that design be ignored in 
| preference to sloppy and jazzy lay- 
|outs; that color remain raw, and 
| preferably red and black; that ty- 
pography be ignored in preference 
to ordinary type-setting. 

“Most advertising men are snob- 
bish. They believe that their au- 
diences are approximately 12 years 
old mentally. Advertisers insist upon 
|scrambled layouts and noisy head- 
‘lines. Most advertising men insist 
that advertising remain in exceed- 
ingly bad taste.” 
| Mr. Nichols is a good designer, 
|but not all of his ideas have full 
acceptance from other experts in 
the field of design. Some advertis- 
jing executives are guilty of the 
‘faults he describes, but the major- 
‘ity are equally sincere in striving 
|to produce better advertising—not 
for the sake of art, but for the sake 
|of advertising. 

We need crusaders for good de- 
sign and good taste in advertising, 
|however, and so Mr. Nichols’ at- 
| tacks, while too greatly generalized 
|for accuracy, represent a point of 
view which deserves consideration. 


advertising copy is specialized to 
The Saturday Evening Post, for ex- 
ample, as differentiated from Col- 
lier’s and National Geographic. 
Some advertisers would regard this 
as too fine a differentiation, espe- 
cially as between the two week- 
lies; but if media are definite indi- 
viduals, both as to editorial char- 
acter and readership, then similar 
individuality in their advertising 
is in order 

Even industrial advertisers, using 
highly specialized media, reaching 
lifferent industry, fre- 
quently fail to avail themselves of 


groups in 


the power which could be added 
through proper adaptation of copy 
to medium. Here is a field which 
deserves study and application, in 
order to make advertising more in- 
teresting, better attuned to the in- 
terests of therefore 
better read and more profitable to 
the advertiser 


readers, and 


eH mMaATTHIES 


Stymour Comm 


Dear Sir 

Your advertising, which I do not want and never 
will want, is received. 

Kindly take my name off your mailing list and 
keep it off. Do not give it to anyone else. 

Trusting that you can show courtesy enough to 
heed my request. I am, 

Yours truly, 


B. WH. MATTHIES 


oh-so-many hopeful souls who send 
him advertising material of one 
kind or another through the mail. 
Receipt of this all too clear message, 
neatly printed on a small letterhead 
size sheet, is enough to dampen any 
mailer’s ardor .. . especially when 
|Mr. Matthies’ printed matter comes 
back in a_ prepaid envelope on 
which the mailer pays four cents 
postage. 


That Man Is Back Again 

Readers of this column may re- 
call mention, several months ago, of 
a Viennese advertising man whose 
efforts to land on his feet—and in 
a job—in this country attracted 
/some attention. Now he’s at it 
again, this time with a complete 
series of 24 illustrated postcards 
which he intends to divide into four 
sets to be sent to four executives in 
jeach of 150 companies, at intervals 
| of a day or so apart. The total 
mailing will consist of 3,600 pieces. 

If you want to see the whole set 
of 24, you can probably get them— 
|together with a bid for a job— 
from Otto F. Reiss, 2, Blumauer- 
gasse 23, Vienna, Austria. . . . Par- 


don us! Only the first card, evi- 


anschluss, says “Vienna, Austria;” 


the others say merely “Vienna,” 
|*Vienna, Germany,” or “Vienna, 
Germany (Austria)”. 

Jottings 

Campbell Soup just can’t stay 


away from those jinglets that in- 
'variably accompanied the cute lit- 
| tle Grace Drayton cherubs of yester- 
year. Even in a thoroughly revised 
setting, such as the color photograph 
layout in current magazines, there 
crops up, as picture captions: “Dame 
Nature uses all her care to make 
tomatoes luscious, rare. Then Camp- 
bell’s experts do the rest, and here’s 
the soup the world likes best!”.. . 

One of the things that happens 
when you use Jergens lotion, we 
gather from current advertising, is 
that your boy friend goes into a 
convincing clinch with you in the 
movie or theater. Which is one of 
the things that makes us folks in 


bbing 


the next row back wish like hell 
that you’d keep your charm at 
home... 

This department’s nomination for 
the frankest advertising message 
goes to the Astoria, L. I., tailor who 
advertises: “Suits ready to wear 
i é. xs 

The St. Paul Sunday Pioneer 
Press thinks it has a “first” in a four- 
color page run in the comic section 
recently by R. N. Cardozo & Bro., 
local merchant. Although there is 
plenty of comic section color being 
used by national advertisers, the 
paper believes Cardozo sets the pace 
for retailers. . . 

Phillips manages to get romance 
and glamor in through the back door 
in its current newspaper copy 
headed, “If gasoline were face 
cream.” .. + 

Allied Florists’ Association of Illi- 
nois is using the direct approach in 
a new newspaper campaign. Boldly, 
its headline asks, “Sissy, or in the 
dog house?”’ And answers, “Neither! 
Flowers are the most pleasing gift 
for his wife.” ... 

The Peter Pan stores in Des 
Moines are plugging away ata “lay- 
away” food plan, under which the 
customer buys non-perishable foods 
in case lots, paying 10 per cent down 
and 10 per cent a week, and draw- 
ing the goods out as needed. The 
customer is protected against an in- 
crease in price, and is also protected 
by a refund provision if the price 
goes down... 

A new use for the classified ad- 
vertising column was discovered by 
a minister in West Point, Miss. The 
following ad appeared in a local 
newspaper: “Lost or strayed—an 
undetermined number of Baptists 


| 
| 
dently written and produced before | 


| 


from services of First Baptist 
Church. Hope to find them at 
church. Dr. J. A. Stewart, Pastor.” 
Not So Sorry 

Fumbling through the December 
|Ladies’ Home Journal, this no-/| 


WE PREFER WOT TO INTRODUCE 


aim TO OUR GUESTS f 
‘ 


v ‘ 


ones 


struck our eye, and we give it to 
you herewith. We think it’s pretty 
good, sound copy. And while other 
publications will probably scoff, we 
have a hunch it will please a lot of 
readers, without offending anyone. 


es 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agen, 
executive writing on his busines 
letterhead. 


No. 1420. The Cards are on th, 
Table. 


It is estimated that more than ty, 
billion dollars are spent annually fo, 
street, highway and bridge constryp. 
tion and maintenance, according tp 
this brochure issued by Roads ang 
Streets. Where this money come; 
from and details of its expenditure 
for materials and equipment are 
discussed, followed by an outline of 
the publication’s editorial policy ang 
coverage of the market. 


No. 1425. More for Your Dollar iy 
Electric Light and Power. 


In this new brochure, Electric 
Light and Power charts the electric 
utility market, showing the key 
executives who determine construc. 
tion and maintenance policies, with 
a tabulation of their expenditures 
for an average year. Details of the 
publication’s coverage of the mar- 
ket, editorial scope and _ reader 
acceptance and response are given, 


No. 1431. Cincinnati Market Data 
Reference Library. 


The Cincinnati Times-Star has is- 
sued this complete compilation of 
reference material on the Cincinnati 
market, divided, for convenience, 
into several loose-leaf sections, file 
size. The study includes business 
indices, analyses of population, 
home ownership and retail trade, 
and municipal facts and figures, 
with numerous maps illustrating the 
market story. One section is de- 
voted to coverage of the market by 
the Times-Star. 


No. 1426. Enter the College Market. 


This analysis, issued by The 
W. B. Bradbury Company, offers 
statistics on the college market, 
showing the standing of the student 
as a present and future customer. 
College magazines are listed by 
states, with registrations of each 
institution. 


No. 1428. The Brandt Eye-Camera. 


Look has issued this _ booklet 
which describes the Brandt Eye- 
Camera, telling how it records eye 
movements and giving some ex- 
amples of actual eye-movement 
studies. Possibilities of the camera 
in the field of advertising and pub- 
lishing, for the study of readers’ 
attraction to a page and its message, 
are outlined. 


No. 1429. Curiosity. 


Details of readership and mar- 
ket coverage are given in_ this 
survey report issued by School Arts 
magazine. The analysis shows who 
recommends for purchase and who 


‘liquor - advertising announcement | actually buys art and craft supplies 


| for public schools, where these sup- 
plies are purchased, and the part 
played by School Arts in the art 
| teaching field. 


No. 1430. The Canadian Market. 

The Canadian Daily Newspapers 
Association has issued this detailed 
analysis of retail trade, containing 
numerous charts and tables which 
give comparative summaries of pro- 
duction, national income and retail 
sales in the Dominion. The daily 
/newspaper’s position in Canadian 
| market coverage is described. 


| 

No. 1427. Selective Advertising ™ 
| the Cotton Belt. 

| American Cotton Grower has 
|issued this study of the cotton belt, 
giving figures on the estimated 
income from cotton and govern 
ment payments, Aug. 1, 1938, % 
July 31, 1939, and showing what 
|types of farms earn this income. A 
readership analysis shows AmerT- 
can Cotton Grower’s coverage of 
the market, and prospects for auto- 
motive equipment, electrical appli- 
ances and other products. 
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OTHER CHICAGO NEWSPAPERS COMBINED 


I. a world made increasingly 
news-hungry by fast crowding 
events, a newspaper advances as it 
keeps its service in advance of the 
public’s demands. 

Readers in constantly growing 
numbers are turning to the Tribune 
because it best satisfies their in- 
creasing demands for timely, accu- 
rate accounts about happenings 1n a 
changing world. 

They are attracted by the vital 
quality of Tribune news reporting 
and its vigorous editorial person- 
ality which is independent in every- 
thing, neutral in nothing. 

They are attracted by the Tribune's 
interesting features, its helpful serv- 
ice departments, its pictorial excel- 
lence and its matchless comics. They 
get all these values in a newspaper 


produced by the latest mechanical 


facilities, using superior paper and 
inks. 

As a result, Tribune city and sub- 
urban net paid circulation is now 
in excess of 730,000 every day of 
the week. 

Today Tribune circulation is full- 
market circulation, providing all- 
income coverage of a majority of 
all the families in metropolitan 
Chicago ... reaching practically as 
many families right in the city and 
suburbs as any two other Chicago 


newspapers combined. 


By delivering better service to 
readers, the Tribune enjoys an in- 
tensity of reader interest which pro- 
duces better returns for advertisers. 
Because it gets better results for 
them, advertisers place more linage 
in the Tribune than they place in 
any other Chicago newspaper. 

Regardless of what you sell—or 
to whom it sells—you can get more 
sales in Chicago by building your 
advertising program around the 
Tribune. Rates per 100,000 circula- 


tion are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


TOTAL AVERAGE NET PAID CIRCULATION NOW IN EXCESS OF 


1,100,000 *""" 


900,000 
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: additional restrictions considered | ’ demned “false claims and q 
PROMOTED BY AYER State Liquor necessary could be added to this I Can Get It for tive selling a ee lead te Tre 
. ic co id. The conference ’ consuming public ieve t | 
4 ; rtag, New York 4 roug e€ purenase Of merchap. 
Uniform Ad Rules| ,.22°°2,5,,oseres, New to*| Lure Rapped Again) aise “srom so-called ‘whoa, | Ar 
New York, Nov. 22.—Liquor ad-| presided over the meeting and also| New York, Nov. 22.—Loosing a | ‘jobbing,’ and ‘discount’ distributo, Tr 
ministrators from 10 Eastern states|urged uniformity of advertising| sharp attack on pseudo-wholesaling | Outlets.” ia 
recommended greater uniformity in| regulations. The conference recom-|as a growing menace to legitimate| The statement, approved by th, mee 
advertising control, extension of | mended that state liquor authorities | retail business, the National Asso-|association’s board of governor, JR” 
fair trade, and elimination of trade|be empowered to stop false and| ciation of Better Business Bureaus | Tepresenting 57 better business py. re 
barriers between states at the sec-| misleading advertising, prohibit] today called upon manufacturers, | reaus all over the country, specific. oA 
ond Regional Liquor Control Con-| control of retail outlets by whole-| retailers and consumers to cooperate | @lly pledged support to the Nationa ert 
ference held here last week-end. | salers, and a number of other prac-|in eradicating an “insidious andj Retail Furniture Association in jt, peo 
John E. Barton, enforcement | tices. hidden evil.” current drive to end the practice at 
supervisor of the Federal Alcohol Norman Baxter, public relations| The attitude of the association ee ae P) 
Administration advertising section,| counsel of the Distilled Spirits In-| was expressed by H. J. Kenner, Cabot Resigns Account cons 
expressed the hope that the states| stitute, warned of the dangers in-| chairman of the committee on co- Harold Cabot & Co., Boston, has man 
would adopt federal regulations as | herent in discriminatory action be-| operation with official and volun-|resigned as agency for Hiram paig 
their minimum standards. Any/|tween the states. tary agencies, which strongly con-| Ricker & Sons, Poland Springs, Me last 


Warner S. Shelly, associated with the 
agency since 1923, has been elected 
vice-president of N. W. Ayer & Son and 
has been placed in charge of service in 
the New York office. For the past year 
he has served as an executive in the 
Philadelphia office. 


oo —— — —< 


Exhorts Salesmen 
to Preach Gospel 
of Hard Work 


(Picture on Page 27) 


Chicago, Nov. 22.—Preaching the 
gospel of hard work was pictured 
here last week as an essential task 
for the salesman in 1939 by Donald 
R. G. Cowan, economist of Swift & 
Co., in an address to the Chicago 
Sales Congress on the business out- 
look for the coming year. 

The one-day conclave, sponsored 
by the Chicago Sales Executives 
Club and the National Federation 
of Sales Executives, also heard Wil- 
ford L. White of the Department of 
Commerce urge sales executives to 
take full advantage of the statis- 
tical aids offered by the Bureau of 
Foreign and Domestic Commerce. 

Other speakers covered a broad 
range of selling problems with par- 
ticular emphasis upon the public or 
human relations activities coming 
under the scope of the sales section. 

Mr. Cowan said, “An undermin- 
ing influence in our American econ- 
omy is the prevalent idea of gain- 
ing an abundant life from the gov- 
ernment or from someone else, 
rather than by the old fashioned 
methods of hard work and saving. 
If we are to raise our standard of 
living, we must increase, rather 
than reduce, our productivity.” 


Sales Volume Not Criterion 

The individual desire to save 
must also be restored, he declared, 
if the capital goods industries are 
to revive to a satisfactory point. 

To sales executives, he urged 
consideration of three major points. 
“First,” he asked, “are the products 
right that you are responsible for 
selling?” 

In connection with this, he re- 
marked that sales volume, taken by 
itself, is not always a dependable 
guide in evaluating public accept- 
ance of the company’s products. 


Stresses Market Research 


“There is need for analysis of 
sales to find out what classes of 
people are buying or not buying va-| 
rious brands and why. The direct! 
comparison of products by consum- | 
ers to find out why one is preferred 
over another is a most fruitful 
source in providing both advertis- | 
ing and selling departments with 
convincing themes.” 

Other points stressed by Mr. 
Cowan involved closer scrutiny of 
selling costs and development of in- 
creased efficiency in salesmen’s sell- 
ing time 

Mr. White discussed various] 
phases of business covered in Bu-| 
reau reports and pointed out that | 
the latter are of value in determin- | 
ing sales potentials and also locali-| 
ties where special sales promotion | 
or advertising is needed. 

These surveys, he added, also aid 
sales executives in comparing their | 
individual gains or declines with 
the average shown for that field. 


© At 


FROM SOUP 10 NUTS 


long last Fortune tackles G. M. whole. It takes 4 long articles 


to cover the assignment. No. 1 is background—a Cook’s tour of G. M. 
at home and abroad. You see the plants. You meet the men who make 
the wheels go round. You look over the products—vacuum cleaners, oil 
burners, Frigidaires, and of course cars, to mention a few of myriads. 


You are shown some of the astronomical figures (1937 sales 


$1,600,- 


000,000). You even get a glimpse of the magic statesmanship holding 
this world-wide empire from flying to bits under the centrifugal pull of 
its own power. General Motors. Fortune for December. Page 41. 


HOW 10 KEEP OUT OF THE LAW COURTS 


¢ In nine 
settle a business dispute without the 
expense and delays (not to mention 
the bitterne 
appeals and rigmarole. Read how the 
American Arbitration Association can 
fix things up between you two. You 
Don’t NeEp To Sue. Fortune for 


December. 


Portfolio 


cases out of ten you can 


ss) of lawsuit, court costs, 


Page 89. 


$8,000,000 CUSTOMER: 
the U. 5. Debutante 


* In publishing a piece on Tue U.S. 
DEBUTANTE FORTUNE is casting no 


frivolous sheep’s eyes on the Society 
Columns. There’s $8,000,000 involved 

-the sum 1938's crop of debs will put 
back their sires for catering, clothes 
and champagne, for orchids, orches- 
tras and ermine wraps. ForTUNE’s 
article discloses what it takes to make 
a debutante, how the system works, 
how the rites are performed, what the 
debs get out of it and how the 
$8,000,000 melon is sliced. FoRTUNE 


of 12 modern paintings 


for December. Page 48. 


¢ Minutely faithful reproductions in 


full color. If you think modern art is 


too screwy 


Museum or Mopern Arr. The De- 
cember Fortune. Page 73. (Read also 
how you can get extra copies of the 
portfolio of 12 paintings 


pretty nice 


to be popular, read Tue 


NEXT MONTH... chevroter 


... A.D. 1938 .. . Fortune 
Survey ... Winter Vacations 
... Cream of Wheat... U.S. 


makes a : 
Treasury II. 


Christmas gift.) 


— — a —.., 


_— 


THE WAL HAY 


¢ Are you given to snorting at the 
way Will Hays makes the movies fit | 
for the kiddies? When you discover | 
how the Hays “censorship” started, 
the kind of censorship that threatens 
without him, how sure-flop films of 


ee 


merit are put over by his organization 


-then you may soft-pedal your scorn. 
Read Tue Hays Orrice—what it does 
to keep the movies out of hot water, 
to protect the industry’s foreign mar- 


kets, to smooth its internal frictions. 
The December Fortune—Page 69. 


New Deal dollar diplomacy 


* To you the U. S. Treasury may 
simply be the monster who collects 
your taxes, hands them over to the 
army, the navy, and the W. P. Aers. 
So it is, but it’s a great deal more. For 
instance, it is also one of Uncle Sam’s 
diplomats. Instead of diplomatic notes 
and protests, Treasury says it with its 
$2,000,000,000 Stabilization Fund. 
See U. S. Treasury. Fortune for 
December. Page 57. 


AMERICANS ARE 
STILL REVOLUTIONARIES 


* Americans revolted against the re- 
actionary Old Deal, put in the New 
Deal. But ForTUNE points out the New 
Deal’s present trends are not revolu- 
tionary — really counter-revolution- 
ary. Warns that Americans will revolt 
again if the new reaction continues. 
BUSINESS-AND-GOVERNMENT. Page 59. 
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Troy Residents 
Told Import of 


: Arrow Advertising 


Troy, N. Y., Nov. 22.—The impor- 


tance of national advertising to the 


residents of a local manufacturing 
community was brought home forc- 


i ly here last week when Cluett, 


Peabody & Co. used six-column ad- 
yertisments in Troy newspapers to 
“merchandise” its extensive promo- 


F tional activities. 


+ 


‘ 


Presenting reproductions of three 
consumer magazine layouts, the 
manufacturer described the cam- 
paign known as “Arrow Week,” 


} jast Oct. 17-22, “when every Ar- 


row dealer displayed Troy’s most 
famous product.” Emphasis was 
placed on the fact that national ad- 
vertising tells the nation about “the 
product that thousands of Trojans 
have directly or indirectly helped to 
produce.” 

“Thousands of dollars are spent 
annually to acquaint people with 
Arrow products, to urge them to 
buy what Trojans know to be a 
superior product,” the copy stated. 
“It is estimated that if a single in- 
dividual should buy nothing but Ar- 
row for his shirts, neckties, hand- 
kerchiefs and underwear, his pur- 
chases for an entire year would 
provide one full day’s work for one 
employe. To take care of the 
wages for one year for one em- 


ploye would mean 300 customers. 
So in order to keep 7,000 employes 
busy the company must continually 
keep before the public the merits 
of its products.” 

Fall sales are off due to unseason- 
able weather, the company re- 
ported, but encouragement was seen 
in orders flowing in for the new 
spring line. 


Campaign for Kondon 


The Kondon Mfg. Company, Min- 
neapolis, has launched a campaign 
in The American Weekly, The Sat- 
urday Evening Post and This Week 
for its cold relief preparations. The 
drive will run through April. Ad- 
dison Lewis & Associates, Minne- 
apolis, is in charge. 


—_—— - — 


Standard Milling Open 


Benton & Bowles, New York, is 
no longer handling the account of 
Standard Milling Company, Chi- 
cago subsidiary of Hecker Prod- 
ucts Corporation. The latter has 
not yet appointed a new agency. 


Stein to Allied 

Stein Clothing Company, Los An- 
geles, has appointed Allied Adver- 
tising Company, Los Angeles, to 
handle its account. Fehr Gardner 
is account executive. 


Drive for Pilgrim Rum 
Newspapers in 35 Eastern cities 

will be used by Felton & Son, Bos- 

ton, for Pilgrim rum. Lavin Com- 


pany, Boston, is the agency. 


Jops in Pop: 
and how tt grows 


¢ If you think the market for Cokes 
is saturated you’re in good company. 
On and off for years some of the best 
financial minds have reached the same 
conclusion. But time has always 
proved them wrong. After selling 51 
billion copies of a single drink last 
year Coca-Cola is still exploring an 
expanding universe. Exploring it not 
with salesmen, but with thermometers 
and dispensing gadgets, with $7,000,- 
000 of advertising and a distribution 
set-up that’s a merchandising marvel. 


FORTUNE'S NECK 


* FORTUNE awaits a deluge of brick- 
bats and bouquets upon its head for 
the article Great Brirain’s Europe. 
In a fresh examination of Europe's 
realpolitik it explores the imperial and 
economic motives behind Chamber- 
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BAL) A 
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By minding other people’s business, 
Coca-Cola gets other people to mind 
its business—with plenty of profits all 
round. For Coca-Cola is not just a 
sirup business, it’s Tae Coca-Coxa IN- 
pustryY. December Fortune. Page 65. 


OUT OVER EUROPE 


lain’s logic, peers into the post-Munich 
future, faces some ugly realities, sees 
some grim possibilities, draws some 
reluctant conclusions—but hopes some 
of them are wrong. FortTuNE for De- 
cember. Page 91. 


PEARLS FROM THE COPYMEN 
—culled from the ads in 
Fortune for December 


Float to sleep on foam. 
—U. S. Rubber (C.-E.) 
Schuss! 
—Swiss Federal Railways (D. 1.) 
Idea goes to town. 
—Mimeograph (L. B.) 


Have you a young actress or musi- 
cian in your home? 
—Presto Recording Co. (R. Adv.) 


Laughter and leis. 
—Canadian Pacific (K. & E.) 


Never nearer a rubber tree than 
cold eream to a cow. 


—Goodrich (G. E.) 


The pipe that can’t keep a secret. 
—Corning (B. B. D. & O.) 


Not enough left to put in a ca- 
nary’s eye. 


-Pinesbridge Farm (N. W. A.) 


Danger! Money at work. 
Clarke, Sinsabaugh (D. & C.) 


**Industrial Relations” should 
start in your washrooms. 
—Scott Tissue Towels (S. P.) 


TRIBUTE TO KNISELY 


In recognition of his past services as 
president of the Industrial Marketers of 
Cleveland, Stanley A. Knisely, advertising 
manager of Republic Steel Corporation 
and new president of the National Indus- 
trial Advertisers Association, was recently 
presented with this scroll carrying signa- 
tures of over 100 members of the Cleve- 
land group. 


Californian Asks 
Changes in Retail 


Selling Seasons 


Los Angeles, Nov. 22.—Although 
other native sons may steadfastly 
deny that the climate here allows 
any season other than glorious 
summer, Charles E. Arnn, advertis- 
ing director of the Daily News and 
Evening News, has advanced a plan 
calling for alteration of the selling 
seasons which local merchants now 
follow. 

In a four-page folder addressed 
to these merchants, Mr. Arnn asks 
why shop windows are full of straw 
hats when the sky is full of fog and 
why citizens are unable to find 
other than tropical weight suits for 
sale when their teeth are chatter- 
ing. Conversely, it puzzles him to 
find retailers selling only winter 
wear when the faithful sun is do- 
ing his very best. 

He suggests that merchants shift 
their selling seasons to conform to 
the weather rather than to the cal- 
endar or the dictates of Eastern 
manufacturers. 


New Year in February 


According to a chart shown in 
the folder, the retail year suggested 
by Mr. Arnn would begin with a 
clearance sale in February, instead 
of the winter apparel now offered. 
Easter and spring apparel sales 
would carry through May instead of 
ending in April, while summer ap- 
parel would be offered through Au- 
gust. September would be devoted 
to clearance, with fall and winter 
apparel taking the last’ three 
months of the year. 

It is reported that Mr. Arnn’s 
plan has won considerable favor, 
with the merchants feeling that 
their present volume of sales would 
enable them to make the necessary 
arrangements with Eastern manu- 
facturers. It is pointed out that 
such a shift might actually be an 
aid to these manufacturers in help- 
ing them to level off their seasons. 

Eastern retailers, however, may 
wonder just what right Californians 
have anyway to talk about seasons 
when the temperature chart for a 
59-year period shows that the av- 
erage minimum is but 55 de- 
grees and the maximum, 71, a range 
which makes it necessary to put 
four seasons into the scant space 
of 16 degrees. 


Larkin Joins Calvert 


Robert S. Larkin has been ap- 
pointed supervisor of trade rela- 
tions for the Eastern division of 
Calvert Distillers Corporation, New 
York. He was formerly with 
Loose-Wiles Biscuit Company, Long 
Island City, N. Y. 


Cran Re-elected 


G. A. Cran, advertising director 
of the Vancouver Sun, has been re- 
elected president of the Pacific 
Northwest Newspaper Publishers 
Association. 


To Bennett & Snow 


Sulpho Napthol Company, Boston, 
has appointed Bennett & Snow, 
Boston, to handle its advertising 
account. 
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lication, we could not offer judg-|$4 a year. On this basis of fig. _ 


Voice of the Advertiser 


” 


" Dear i how the years fly! T venty-five 
years and more 1 promised to ‘ love 
honour ane y Twenty-trve years of health 
cleaning! Yes, that’s the name I coined for 
doing my housework with Lifebuoy 


‘LT used Lifebuoy in my newly-wed days, and | 


T use it now. Know why? I've 


LiF 


£4 


got a dread of 


L£8U0y, 


— 


Lifebuoy Does a 
Different Job Abroad 


To the Editor: The 
Lifebuoy ad is from a 1938 issue 
of the English weekly The Red 
Letter. When I read this ad I real- 
ized more than ever that there are 
more than a few ways of doing 
anything. To wit: Over here Lever 
has us using Lifebuoy for B.O. 
but over there they use it for 
BO—ARDS, floors, shelves, etc. 

NORMAN MCKINLEssS, 

The Kleppner Company, New 

York. 


enclosed 


v v 


v 
He Evaluates 
Evaluated Advertising 

To the Editor: Perhaps a good 
name for evaluated advertising, as 
it is currently misunderstood, 
would be “hokus-pokus.” At any 
rate, out of the nowhere into the 
here, recently came, of all things, a 
formula. 

This formula has been kept se- 
cret, but various versions of it have 
been publicized. There are 27 cri- 
teria of evaluated advertising be- 
fore this writer at the moment. So 
far as I am able to judge they are 


This department is a reader's forum. 


LIFEBUOY—AS BRITISHERS KNOW IT 


~- 


iS THE BEST 
TEACHER “ 


you tis & wise 


BUOY is more THAN A GOOD SOAP — 
— ITS A GOOD HABIT _ 


boys have actually been taken in 


all sound. I would hesitate to change | 


even a single evaluation of any of 
the points with the possible excep- 
tion of Question No. 14 which reads, 
“Does copy or illustration tell that 
the product increases sex appeal? 
5 points.” 
sors underrate sex 
Be that as it one 


may, is 


It appears that the spon-| 


still | 


bound to admit that each of the 27) 


points is a contribution to advertis- 
ing, in the same way that mention 
of the weather is a contribution to 
conversation. 


Certainly there’s nothing new 
about any of the points. What's 
more, it is doubtful that anybody 
ever will discover any new points 
They have already all been dis- 
covered. It just happens that this 
is the nature of the beast; prac- 
tically everything on earth being 
subject to rapid progress and 
changes except human nature. The 
acceptance of this assertion, quite 
naturally, then leads to the query, 
“So, what's all the excitement 
about?” 

Can it be that the advertising|! 

a a” Arts 


re 


VEeYPERIENZE 


corms I don yet t sweeping it onhs 
halt does the yb Bu: i've hrm faith in the 
Lifehuoy he ement. Lbelieve that Liftebuos 
itier Washes germi-taints away . that 3 | 
actually pur ind shelves and ¢ up- 
board All these years we've had a clean bill | 
of health, Proof enough, et | 
“Fx ience tell " Well, my twenty 
five years of keeping house tell me sure enough | 
hat it’s Litebuoy tor health! And J tet! 


woman who uses Lifebuoy !” 


a LFVER mone 


at their own game” Can it be that 
a “mystery appeal” sold a bill of 
goods? Is it possible that unsup- 
ported promises of “astonishing re- | 
sults” have bowled them over in a 
manner that, for any other service 
or product, would bring the FTC 
hurrying to their protection? 

It would seem that the most that | 
can be hoped from any formulae is | 
that they will act as reminders of| 
facts learned through years of ex-| 
perience and hard work. 

So much for the good they can | 


do. How about the harm? 
Since “a little knowledge is a} 
dangerous thing,” a formula can/| 


cause a lot of trouble if it gets into | 
the wrong hands. The hands, let’s | 
say, of the client who feels that! 
with 27 typewritten points on the 
desk before him he is a master of 
advertising. 

To determine what, in an ad, is | 
good or bad takes more than a list 
of 27 platitudes. It takes, for one 
thing, a lot of sweating to create 
hundreds, or, even better, thousands 
of ads. It takes a study of the re- 
turns on these ads and then an esti- 
mate of why some were successful 
and others not. It takes a rewriting 
of the good ads to try to make them 
better and then a checking and | 
study all over again. 

There is no more relationship be- | 
tween Snake Oil quackery and legit- | 
imate medicine than there be- 
tween advertising by formula and 
advertising by experience. 

A comparison, in fact, of medicine 
and advertising is apt at this point. 
It is true that all doctors go through 
approximately the same training in 
medical school. From that point on 
their skill physicians varies. | 
Some remain mediocre practitioners 
for the rest of their lives. Others, a 
very few, become great diagnos- 
ticians or specialist 

The difference lies, not a dif- 
ference of fundamentals, but 
in a difference in temperament, in 
native abilities, in application, in 
interest, in intelligence, in interpre- 
tation and, finally, in experience 

The same is true for advertising 
There is no Utopian formula. Good 
ads can only be turned out consist- 
ently by men with adequate experi- 
ence—and if a touch of genius goes 


is 


as 


In 
a few 


Letters are welcome. 


'along with it, so much the better. 


By and large, it still looks as 
though the best way to turn out 
good ads is to keep plugging. 

Aucust L. DELIN, 

A. W. Lewin Company, New- 

ark, N. J. 


vgy¥se ig? 
Starch Deplores 
Caption Implication 

To the Editor: We were pleased 
to find, on Page 17 of your Nov. 14 
issue, reproductions of two displays 
which we have prepared as the re- 
sult of our field survey on the Janu- 
ary, 1938, issue of Chemical and 
Metallurgical Engineering. 

In the descriptive matter beneath 
one of the displays are the words, 
“As might be anticipated, the study 
indicated greater readership of 
business paper advertising on the 
average than of general magazine 
advertising.” 

We should greatly appreciate your 
bringing out that this statement was 
in error. The fundamental point 
involved is that no matter what fig- 
ures were revealed from the check- 
ing of one issue of a business pub- 


ment as to the relative readership 
of such a checking compared with 
six months’ or twelve months’ aver- 
age readership data for the con- 
sumer magazines. I have been 
careful in any talks, and in any 
written reference, not to give the 
impression that from this one sur- 
vey—or, for that matter, from the 
sum of any industrial magazine sur- 
veys we have made—one could 
draw the conclusion that the read- 
ership of advertising for one type 
of publication was more or less than 
for another. 
CHARLES A. WOLCOTT, 
Daniel Starch, New York. 


uring we can wait until our sy, 
scription expires next year and re. 
new it for $2, and thus save 
per cent of what we think it shoyj, 
be. 

While more than 50 per cent o 
your present subscribers wil] yp. 
doubtedly take advantage of the jp. 
vitation to renew in advance, y, 
believe that the other 50 per cen 
will think as we do and wait unti 
their subscriptions expire, becays 
you are really entitled to mo, 
money for the service you rende, 

J. R. HANNon, 
Porter-Langtry Company, 
Chicago. 

. 


7 9 4 4 kl 

Bargain Logic Not New . 

To the Editor: Thanks for your To the Editor: In a recent jg. tic 

invitation to renew our subscrip-|sue Copy Cub took cognizance 9 tic 
tion before you put through an ad-| the fact that “advertising is making 

vance in subscription price of 100/| real progress . - a color photog. to 

per cent. rapher gets to go to Hawaii to make ec 

When we read the line “100 per; pictures of pineapples.” o1 

cent increase” it sent sort of a chill Don’t be silly. The old F. J. Rog; in 

up our spine and we immediately |Company sent J. Wesley Allison ty ir 

got busy to see how we could| make color photos for the (Dole) wW 

“warm up.” Being familiar with| Hawaiian Pineapple Company jp » 

the methods used by the King Fish | the fall and winter of 1926-27. They n 

in dealing with Andy, we figured | ran as national advertising for aboyt li 

out that we could save money. In/a year and a half. Bs 

the first place, we have always felt | Maybe somebody should have By 

that your subscription price was too| told you. Bs 

darned low. A good business paper | ROBERT ENGEL, n 
published weekly is worth at least) Yonkers, N. Y, 

meee Rots , 

’ c 
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( 

( 

( 
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ACCOMPLISHMENT 


October 18, 1938—Interior Secretary Ickes today turned 
a valve which let into the $30,000,000 All-American Canal, the 
first of its waters. to irrigate approximately 1,000,000 Imperial 
Valley acres by 1940. From its inception, this project has had 
the sponsorship of the Los Angeles Examiner, which for a 
decade led in its campaign. In fact, every project and policy 


responsible for Southern California’s growth during the past 
35 years originated with or was strenuously and conspicu- 
ously championed by the Los Angeles Examiner, the paper 
that gets things done. 


LOS ANGELES EXAMINER 
Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 
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Denver Agencies 
Vie for Credit in 
Chain Store Defeat 


Three Use Newpaper 
Copy to Tell Public of 
Their Roles 


Denver, Nov. 23.—Not who 
killed cock robin, but who was re- 
sponsible for the shellacking the 
chain stores got in the recent elec- 
tion, has become the burning ques- 
tion of the day here. 

Ever since the electorate refused 
to lift the multiple store tax a mild 
competitive situation has devel- 
oped in which three local advertis- 
ing agencies are modestly nominat- 
ing themselves for the laurel 
wreath. A recent issue of the Den- 
rer Post contained three advertise- 
ments bearing on this issue, two 
lauding MacGruder & Co. as the 
strategist that carried the day, and 
the third dividing credit between 
Shaw Advertising Agency and Ray- 
mond Keane Advertising Agency. 

One of the MacGruder advertise- 
ments was a straight claim for rec- 
ognition, while the other took the 
indirect form of reproducing a let- 
ter from Associated Independent 
Grocers, directed to the attention 
of Carl S. Milliken, director of pub- 
lic relations, felicitating the agency 
on its successful campaign against 
repeal of the chain store tax. 


Praise for MacGruder 


“Because of your wide experience 


in public affairs and your inspiring 
enthusiasm and untiring efforts,” 
said the letter in part, “you have 
earned a large share of the credit 
for this victory.” 

The other advertisement, signed 
by the Civic Association of Colo 
rado, was just as unequivocal in 
placing the credit elsewhere. 

“We, the undersigned, take this 
opportunity to inform the _ public 
and give credit where credit is due,” 
it said. “We heartily thank the two 
advertising agencies which assisted 
untiringly in our campaign for the 
defeat of Amendment No. 1. 

“These two agencies were: The 
Shaw Advertising Agency, which 
prepared our newspaper ads, bill- 
boards, farm paper ads and other 
printed publicity; the Raymond 
Keane Advertising Agency, which 
prepared and directed our radio ad- 
vertising in all its phases. No other 
advertising agencies participated in 


our advertising campaign against 
Amendment No. 1. 
“With the limited funds at our 


command, the results are certainly 
a recommendation of the above ad- 
vertising agencies for their most 


effective assistance, as we were op- | 


posed by an organization with un- 
limited funds. If we were to enter 
another campaign tomorrow, we 
would unhesitatingly select the 


same two firms again.” 


THE MIDWEST 
FARM PAPERS 


ra 


in a 


F | 
ceil tewa 
a 


Wisconsin Agrieutturist and 


Farmer 


Prestone Dealers 
Get 42 Carloads 
of Display Stands 


New York, Nov. 22.—A new 
Prestone anti-freeze display stand 
offered by National Carbon Com- 
pany proved so intriguing to dealers 
from the all-year viewpoint that 
they promptly ordered 42 carloads 
of the displays. Each display car- 
ried an order for 24 gallons of 
Prestone, under the terms of the 
premium offer. 

The display stand holds from 12 
to 20 one-gallon cans of Prestone 
anti-freeze. During the warm 
months, the stand can be used to 
accommodate tools. The top has a 
raised edge so that the equipment 


will not fall off. The bottom of the 
tray is embossed to prevent warp- 
ing. Weighing only 6% pounds,'the 
display will support 250 pounds. 
And the Prestone name will get 
publicity in summer as well as win- 
ter by virtue of the three-color 
lithographed sign which is an inte- 
gral part. 

The new stand was designed to 
induce dealers to stock early and 
one was offered for every 24-gallon 
order placed before Nov. 1. Na- 
tional Carbon, however, was 
amazed at the response and had to 
enlist outside facilities for handling 
drop shipments of the displays. 

The company is supporting this 
dealer cooperation with advertising 
timed to coincide with the arrival 
of Jack Frost in each area. It is 
meeting the objection of high price 


with the slogan, “Costs more per 
gallon, but costs less per winter.” 


Classified Men Meet 


The annual New York and New 
England Classified Advertising 
Managers’ Conference of the Asso- 
ciation of Newspaper Classified Ad- 
vertising Managers, will be held in 
Albany, Jan. 9-10. The program is 
being arranged by Paul H. Fitchner, 
Hartford Times. A. J. McDonald, 
publisher of the Knickerbocker 
News, Albany, N. Y., will be guest 
speaker at the Monday luncheon. 


Furniture to Reiss 


Wycombe - Meyer, New York 
manufacturer of furniture, has ap- 
pointed Reiss Advertising, New 
York, to handle its account. Eugene 
Harris is account executive. 


| 


stepped to the WSM microphone for his regular broadcast of 
“The World In Review.” * One of his I.N.S. items had to do 
with a little boy who had contracted tuleremia, the dreaded 
“rabbit fever” that is often fatal. It explained the treatment of 
the disease required the blood of a previous victim who had re- 
covered, and there were only two such cases known to health 


officers in the United States, and that while it was known one 
person lived in Pittsburgh and one in Cincinnati their names 


or addresses were not known. 


in Pittsburgh . . 


As quickly as a long distance call could be completed a man’s 
voice told the WSM operator that he had been listening to WSM 
. and that he was the man referred to! 
asked how to proceed to get in touch with the victim’s doctor. 


He then 


National Representatives: Edward Petry & Co. 


The aith of Cur fludienee Comes fit 


Dawson Uses Posters 


Julius Wile Sons & Co. has 
started its first outdoor advertising 
campaign for Peter Dawson Scotch 
whisky through Kopper Outdoor 
Advertising, New York. Signs will 
be concentrated in New York City 
to hit World’s Fair traffic. This 
promotion will supplement current 
newspaper advertising in New York 
and other Eastern cities. Compton 
Advertising, New York, is the 
agency. 


Hicks Changes 


Lawrence B. Hicks has resigned 
from Medlin Art Studios, New 
York, to become advertising man- 
ager of Belle Knitting Corporation, 
New York. The corporation will 
move its offices to the Empire State 
bldg., Dec. 1. 


Only 2 people could save his life! 
WSM FOUND ONE IN FIFTEEN MINUTES! 


@ On Monday night, November 7th, at 10:15 P.M. Jack Harris 


This incident shows, in a dramatic way, what we at WSM have 


known for years .. 


. that the regudar listening audience of WSM, 


extends far beyond the usual primary area which serves as a basis 


for our rates. The more than 


800,000 \etters we receive each 


year, from residents in all 48 states, show that today’s radio 
listener will tune in a distant, superpower station, that gives him 


what he wants. 


*A unique fifteen minute News feature, Monday thru Fridays, 


which evaluates and presents, 


from out of the mass of the 
World’s News, those events and incidents which are of lasting 
significance or unusual interest to all of America. This WSM 
feature, with its large and far-flung audience, is now open for 
sponsorship. 
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Calls Media Buyer 
Less Skillful Than 
Space Salesman 


New York, Nov. 23.—Media selec- 
tion can never be an exact science, 
despite the assistance offered by 
statistical data on markets and 
rates, for there is no substitute for 
keen judgment on the part of the 
media director, according to “Ad- 
vertising Media,’ published this 
week by McGraw-Hill Publishing 
Company. 


Written by Prof. Hugh E. Agnew, |= 


head of the marketing department 
of New York University, and his 
colleague, Assistant Professor War- 
ren B. Dygert, the book contains 
principles which govern best use of 
the various media and the basic 
facts necessary for judging and 
comparing these media. 


Radio Audit Needed 


The authors express the opinion 
that by and large, “space buyers are 
usually men of far less skill and 
experience than the space sellers.” 
The book points out that some or- 
ganizations have recognized that 
special training is necessary to buy 
space intelligently, and that the 
terms “media buyer” and “media 


c_ = 


Seek $25,000,000 
War Chest to Fight Rum 


Memphis, Nov. 22.—The Ten- 
nessee Baptists Association, 
meeting here for its annual 
convention, went on record last 
week as favoring support for 
a nation-wide Baptist program 
to raise a $25,000,000 fund to 
combat “advertising and pro- 
paganda” issued by the dis- 
tilling industry. 

Similar action is being pro- 
posed to other state groups. 


director” have replaced the old 
standby, “space buyer.” 

Arguments pro and con for the 
use of one medium to the exclusion 
of others are presented. On the 
subject of radio advertising, the 
authors cite a need for some veri- 
fication of circulation figures which 
would compare in accuracy with 
the Audit Bureau of Circulations 
and the Traffic Audit Bureau. 

The book points out that the great 
difficulty with telephone surveys to 
determine radio circulation is that 
over 40 per cent of radio homes are 
without telephones. The authors 
also assert that radio advertising is 
unique in that the broadcasting 


companies do not bear the expense 


of investigating the circulation of 
their programs. The time is at 
hand, however, they add, “when the 
broadcasting companies must per- 
form a similar service for their ex- 
tensive advertisers.” 

Among the interesting case his- 
tories related in the text is that of 
the introduction of ten-cent tooth 
paste into F. W. Woolworth Com- 
pany stores by Colgate-Palmolive- 
Peet Company. The manufacturer, 
it is said, was reluctant to merchan- 
dise through these outlets but was 
persuaded to do so on the grounds 
that selling in the five-and-tens 
would constitute cheaper and more 
effective sampling than the usual 
method of passing out free goods. 
What was started as an advertising 
venture grew into an important 
share of the business for both 
manufacturer and chain. 


More Forms Agency 


C. Church More & Co. has been 
started in the W. M. Garland bldg., 
Los Angeles. C. Church More is 
account executive and Elliott B. 
Hensel production manager. 


Mammen Joins NNPA 


E. H. Mammen, promotion man- 
ager of the Sun-Democrat, Paducah, 
Ky., has joined the National News- 
paper Promotion Association. 


better 
South. 


known as 


EXCEEDING the 


000 people, with 


NBC 
RED 


FEW U. S. major markets can 
boast the volume and diversifi- 


cation of the Memphis market, 


south in wholesale trade vol- 
ume, Memphis is geographical- 
ly located to serve the rich Mid- 


tribution, but as a retail shop- 


ping center of vital importance. 


TODAY, the entire trade area 
of Memphis, more than 2,000,- 


the Mid- 


entire deep 


AND this 


pioneer radio station, WMC. 
South territory, as a point not 


only for warehousing and dis- 


a potential 


Owned ond Opersted by 
THE COMMERCIAL APPEAL 
5,000 WATTS—DAY 
1,000 WATTS—NIGHT 


NATIONAL REPRESENTATIVE, THE BRANHAM CO. 


spending income of one-half 
billion dollars, look to Mem- 
phis for their shopping needs. 
For a radius of more than 150 
miles a well-to-do populace 
‘shops Memphis first.”’ 


tory is covered completely and 
continuously by the Mid-South 


WMC is doing a BIG job in a 
BIG market. 


great trading terri- 
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(THANKS FOR HELPING ME 

FIND & BEER | REALLY LIKE/ 

B FALSTAFFS MILDER FLAVOR 
SUITS ME TOA “T’ 


MOST OF MY FRIENDS 

PREFER FALSTAFFS 

MILD YET SATISFYING 
FLAVOR! 


TO MY WAY OF THINKING 
NO BEER CAN MATCH FALSTAFF 
FOR REAL BEER FLAVOR! 


oo FAL 


Characters from 
All Walks of Life 
Promote Falstaff 


St. Louis, Nov. 22.— Dominant 
photographs of men and women 
from many walks of life are being 
used by Falstaff Brewing Corpora- 
tion in a new campaign running in 
59 newspapers in larger markets of 
the South, West and Southwest. 
While almost one-half of the large 
space is given to each photograph 
and a balloon, two small outline 
halftones as well as a line drawing 
in cartoon style also feature each 
advertisement. Spot radio is also 
being used. 

All of the characters featured by 
the series pay tribute to the mild, 


ARMY OFFICER TURNS BANKER FOR FALSTAFF 


ITS TRUE...EVERV WORD 
you SAY Ab0UT MILD, 


VET SATISFYING 


THE BREWMASTERS TEST / MADE PROVED [T! 


Make this simple test!...it has helped thousands find « 
beer thet has three things ordinary beer can't mata 
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“THE CHOICEST PRODUCT OF THE BREWERS’ ART” 


| yet satisfying flavor of Falstaff beer, 


—e 


FALSTAFF! 


deep of the bwer Geat's made the mer penne 
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Col. Herbert E. Algeo, retired, posed as a banker in this interesting advertise. 
ment in the Falstaff series. 
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their testimony being designed to 
win converts from the same sphere, 
at least. Among those quoted are a 
young outdoorsman, a business man, 
a housewife, a banker, and several 
others whose occupations are read- 
ily guessed. 


Features “Brewmaster’s Test” 


While the photographs were made 
by Underwood & Underwood, Chi- 
cago, each halftone carries a line 
asserting that all statements are di- 
rect quotations by actual people, 
with photographs posed by models, 

The line drawing features the 
“brewmaster’s test,” including sight 
to determine clearness, smell for 
clean mellow aroma, and taste for 
mild yet satisfying flavor. Gardner 
Advertising Company is the agency. 


the Dominion. 
advertising 


for buying through 


paign can be 


newspaper. 


TORONTO 
NEW YORK: Dan A, Carroll 


Would any good farmer 
reap only part of a crop? 


The largest and richest crop of consumer 
dollars in Canada lies within a radius of 
one hundred miles of Toronto. 
represents one-third of the buying power of 
It cannot be garnered through 
in any one 
The field has become too large. 


The Evening Telegram, for 62 years, has 
been the chosen medium of Toronto people 


readers form a major group of buyers—the 
fourth largest in Canada. 
completely 
Toronto without the use of this great family 
Undoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 
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This area 


newspaper alone. 


advertising. These 


No sales cam- 
successful in 


CANADA 
CHICAGO: John E. Lutz 
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Sounds Call 
to Defense of 


Miller-Tydings Law 


American Fair Trade 
League _ Establishes 
Official Organ 


New York, Nov. 22.—A warning 
of attempts to repeal the Miller- 
Tydings Act was sounded last week 
by the American Fair Trade Con- 
ress, formerly the American Fair 
Trade League, which has become 
articulate in defense of resale price 
maintenance laws through a new 
monthly publication, “Fair Trade 
Review,” the first issue of which 
has just been distributed. 

Urging a strong stand by all who 
believe in fair trade laws, the con- 
gress says: 

“There are rumors of a plan to 
discard the Sherman act and all 
of its amendments, of which the 
Miller-Tydings bill is one, and to 
substitute a single coordinated 
measure in place of what is called 
the existing ‘patchwork’ of laws. 
Presumably the new measure will 
be based largely upon the findings 
of the National Economic Commit- 
tee in its monopoly investigation. If 
such a procedure is followed it will 
be necessary to convince the com- 
mittee and the Congress that the 
Miller-Tydings provisions should 
be included in the new law. 

“If the President and the Federal 
Trade Commission are still as hos- 
tile to the fair trade act as they 
were last year, their influence, 
added to that of the old enemies of 
fair trade and to that of certain 
consumer and farmer opposition 
which been fomented, may 
make it a real job to get these pro- 
visions incorporated.” 


Reply to McLaughlin 


A featured article in the first 
issue of “Fair Trade Review” is an 
answer to a recent attack on fair 
trade laws by Professor James A. 
McLaughlin, of the Harvard Law 
School. 

“Misunderstanding of the fair 
trade laws,” the fair trade pro- 
ponents declare, “results in damag- 
ing articles by eminent lawyers and 
economists who enjoy public confi- 
dence. These writers become the 
unwitting accomplices of predatory 
interests that would destroy the 
laws. These enemies of fair trade 
circulate these articles through 
schools and colleges, labor unions, 
farmers’ guilds, and women’s clubs, 
and use them to get resolutions 
passed with which to memorialize 
Congress. The Farmers’ National 
Grange is seeking the repeal of the 
Miller-Tydings enabling act; the 
American Federation of Labor is on 
record against these laws; consum- 
ers’ cooperatives are militantly at- 
tacking them. All of this is because 


has 


a 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


NEW PHILCO DISPLAY 


Philco Radio & Television Corporation is 
offering dealers and distributors this new 
full color, three dimensional display pic- 


turing a young lady operating the 
Philco's ‘Mystery Control." McCandlish 
Lithograph Corporation produced the 


of misunderstanding and misinfor- 
mation.” 

The answer to the McLaughlin 
criticism emphasizes the difference 
between the retailer’s function in 
selling goods of unknown origin, 
for which the retailer assumes sole 
responsibility, and branded prod- 
ucts which the consumer buys on 
the manufacturer’s reputation. 

Professor McLaughlin is quoted 
as saying: “Any scheme _ which 
would effectually prevent the cash 
and carry customer from buying at 
a cheaper price than the customer 
who gets elaborate delivery and 
other service plus costly credit, is a 
vicious scheme.” 


Distinction Is Drawn 


“McLaughlin here ignores. the 
distinction,” says the reply, “be- 
tween goods in public demand and 
goods which dealers sell on their 
own responsibility. His argument 
is unanswerable as to the latter 
class and even according to his own 
conclusion, this covers 90 per cent 
or more of all sales. 

“But as to the remaining 10 per 
cent—the articles bearing famous 
names—the situation is different. 
Here the manufacturer has a con- 
tinuing interest in the merchandise 
unless his identifying marks are 
removed. In principle, when peo- 
ple buy on the maker’s reputation, 
the ‘meeting of minds,’ the agree- 
ment which must precede every 
transaction, is between the pro- 
ducer and the consumer. Since 
these two principals cannot meet 
personally over a wide continent, 
the physical sale is consummated 
over the dealer’s counter and the 
dealer takes the manufacturer’s 
place as his agent in meeting the 
customer. To be sure, the dealer 
does own the physical goods, but 
he does not own the trade-mark 
they bear, which is the key to the 
consumer demand. And if he wants 
the benefit of this trade-mark in 
making sales, he is bound by every 
principle of fair dealing not to em- 
ploy it to the injury of its owner.” 


George Lamade Named 
President of “Grit” 


George R. Lamade, formerly vice- 
president and general manager of 
Grit Publishing Company, Williams- 
port, Pa., has been named president, 
succeeding the late Dietrick Lam- 
ade. 

Charles D. Lamade, advertising 
manager for 31 years, has been 
named vice-president. Howard J. 
Lamade continues as secretary and 
George M. Robinson as treasurer. 


Exchange in Merger 


Advertisers Exchange has been 
formed as a consolidation of Van 
Tine Features Syndicate, McTee & 
Co. and Advertisers Exchange, with 
offices at 381 Fourth avenue, New 
York. 


Waterproofing 
Preparation Gets 
Magazine Test 


New York, Nov. 23.—A new li- 
quid dressing for waterproofing and 
preserving shoes and all other types 
of leather products has been intro- 
duced by Chas. A. Schieren Com- 
pany under the name Dressit. The 
product will be nationally adver- 
tised in six magazines beginning 
next month. 

The introductory campaign, ac- 
cording to W. D. Thrane, advertis- 


in the Salt Lake Market. 


1938. 
enjoyed an increase of 
Southern Idaho showed 
creases. 
decrease. 


project is under way. 


beet sugar company. 
moving to market. 


There’s increased buying power right now 


Facts—the Salt Lake Market has consist- 
ently led the entire 12th Federal Reserve 
District in retail sales gains sinee April, 
Again for October Salt Lake City 
4%. 


Every other region showed a 


Payrolls are growing. Kecently 3.000 men 
went back to work at one mining company. 
Utah’s new $13,500,000 Deer Creek Dam 
More than 3,000 
men went to work in the refineries of one 
Bumper crops are 
All along the line new 


ONE , 
UNIFIED im 
“BIG CITY‘Y 


The Salt Lake Tribune 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


ing manager, will be a test to de- 
termine future plans. Initial copy 
will appear in American Legion 
Magazine, Army and Navy Jour- 
nal, Boys’ Life, Collier’s, Hunting 


& Fishing, and National Sportsman. 


No Greasy Residue 


Mr. Thrane explained that the 
product is different from other 
dressings in that it leaves no greasy 
residue in waterproofing, thus per- 
mitting shining. Besides its use on 
shoes, Dressit is recommended for 
luggage, saddles, and leather bound 
books. Roberts & Reimers, New 
York, has the account. 


buying power 


Hayes Heads WABC Sales 


Arthur Hull Hayes has been 
mamed sales manager of Station 
WABC, key station of the Columbia 
Broadcasting System network in 
New York. Marlo L. Bloom, for- 
merly with Hirshon-Garfield, New 
bike! has been added to the sales 
staff. 


‘Dyson Joins Beshar 


Franklyn W. Dyson, formerly 
with Armstrong Cork Company, 


| New York, and previously with J. 
| M. Mathes, has joined A. Beshar & 


Co., New York rug retailer, in 
charge of advertising and sales pro- 
motion. 


is gathering momentum. 


It means an increasing flow of money 


concerned, 
Utah and 
comparable in- : # 
medium—The 


gram. 


The Salt Lake 


a logical “A” 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


through nearly a million pocketbooks in 
this unique four-state market that is really 
one big city so far as merchandising is 
One reason why it is one big 
city is the fact that it is substantially 
served by one metropolitan newspaper 


Salt Lake Tribune-Tele- 


Tribune-Telegram—among 


the first three newspapers of the nation in 
per cent of home coverage of the entire 
state, and with one of the lowest milline 
rates in the entire publishing field, offers 


schedule set-up for sales 


seeking advertisers. 


Salt Lake Telegram 


EVENING ONLY 
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Four Name Hampton | Herman Starts Agency 
Hampton Advertising Agency, 


Louis F. Herman, formerly with 
Salt Lake City, has been appointed |Goldsmith Advertising Company 
to handle advertising for the follow- | has opened his own agency at 207 
ing: Capital Chevrolet Company, | Market street, Newark, N. J. 
newspaper and direct mail; Am- | 
bassador Hotel, radio and direct | 
mail; Guardian Benefit Association, 
newspapers, radio, direct mail and | 
car cards, 
newspapers and direct mail. 


Cole Adds Early 


Gordon L. Early hes joined F. E. 


eral advertising representative. 


O'Toole, my luck’s changed since I found out that 
it's really the Upper Half that does the big buying. 


Snodgrass, you're wrong—why anyone knows that Lower 
Income Families pack the biggest retail wallop! 


Poppycock! O'Toole, that’s all changed now. We're 
headed for big things! 


When the surgeon finishes with Snodgrass and O'Toole, 
we hope they'll find out that they're both right! 


For with the new government figures showing that the 
upper “half” starts at the $1160 annual income line. it 
must contain the bulk of what most advertisers have al- 


ways called their lower income market. 


Specifically, the A,” .< groups and most of the D* 
group fall within the upper ~ half”. The E* group, which 
no one ever bothered about anyway — and which no mag- 
azines appreciably enter—is the lower “half”. And within 
the upper “half” the D* group is the biggest buying group 
of all by the new government figures as well as by all 
figures in the past. (Here, of course, only True Story of 


all major magazines, can concentrate your advertising.) 


If you re tired of trying to put new names on old estab- 
lished facts write to True Story Magazine today for a 
booklet called HOW TO SIFT THE WHEAT FROM 
THE CHAFF — it has helped a lot of advertisers get 
back to fundamentals. Just address True Story Magazine 
at 122 East 42nd Street. Room 1630. 


+ UPPER HALF 
A Over $5000 
B $3000-$5000 
c $2000-$3000 


$1000-$2000 
LOWER HALF 
Under $1000 


ba] 


i 
| 


and Deseret Mortuary, |M. Cole Company, Chicago, as gen- | 


Getting Personal 


Johns-Manville Corporation executives, 


headed by Lewis H. 


Brown, president, and F. P. Byington, v.p., participated in dedication 
ceremonies of the J-M building at the World’s Fair... 


Rep. Bruce Barton will serve as one of five judges of the $250,000 


movie quiz contest. . 
ing in the United Campaign Com- 
mittee to raise funds for Phila- 
delphia welfare agencies. . . 


Winter must have arrived, 
because Frank Gannett, the pub- 
lisher, has repaired to his winter 
home at Miami Beach. . . Charles 
Dallas Reach, head of the New- 
ark agency, spoke before the 
Fuel Merchants Association of 
New Jersey at Asbury Park... 


Congratulations are in order 
for Andrew J. Haire, the busi- 
ness paper publisher, who has 
just completed 29 years of mari- 
tal bliss. . 


Linus Travers, v.p., Yankee- 
Colonial Network, is back in 
bean town after a trip to the 
West Indies. . Henry Simler, 


. H. A. Batten, head of N. W. Ayer & Son, is serv- 


SCAN TOURIST COPY 


Jay Blake (left), account executive, and 


Walter Seiler, president of Cramer- 
Krasselt Company, Milwaukee, think long- 
ingly of next season's vacation as they 
discuss plans for the 1939 campaign of 


| 


pres., American Writing Machine 
Company, who heads the Forty 
Plus movement of the Sales 
Executives Club of New York, was a guest star on a recent “Hobby 
Lobby” program. .. Art Ramsdell, sales director of the Borden Com- 
pany, is absorbing some of California’s sunshine. He will return to 
New York about Dec. 1... 


Charlie Murphy, a former Ad Club of N. Y. president, and prob- 
ably the best known attorney in advertising and publishing circles, 
is back in town with a coat of Bermuda tan. Following a recent 
breakdown, he is under doctor’s orders to ease up... 


H. B. (Buzz) LeQuatte, the agency head, was a familiar figure 
around the mayor’s office when he served on a LaGuardia committee 
for the Eternal Light celebration held at Madison Square Garden on 
Armistice Day. He was also treasurer of a luncheon given to honor 
the Cuban “Strong Man,” Col. Batista. . 


James H. McGraw, Jr., has been elected to the board of directors 
of the American Arbitration Association. . . Two publishers battled 
it out in suburban Pittsburgh for a seat in Congress, with John J. 
McDowell of the Wilkinsburg Gazette defeating James L. Quinn of 
the Braddock Journal. . Walter J. Bouve, Jr., Pittsburgh Post- 
Gazette copyreader, was a distant third in another Congressional 
race... 


the Wisconsin Conservation Department. 


Edgar Kobak, v.p., Lord & Thomas, is one agency executive who 
never expected to be in advertising. After attending Georgia Tech, 
Kobak served the Georgia Power Company as an electrical engineer 
for five years. Then came circulation, editorial, advertising, and 
general publishing work for McGraw-Hill, followed by a post as vice- 
president in charge of sales of NBC... 


Ed. Wood, s.m., WGN, Chicago, is an ardent golfer, and intends 
that his offspring share his enthusiasm. His 34-year old son is 
working on his second set of clubs. . 


That fast-growing Society of Amateur Chefs, composed of ‘males 
who can show their spouses a thing or two about the kitchen, is 
headed by Ben Irvin Cooper, for 15 years a copywriter and account 
executive, most recently with J. M. Mathes. Plans are going ahead 
for a nation-wide chain of clubs. In Chicago, Leo Nejelski, a.m., 


Swift & Co., is taking up the job. John Royal, NBC vice-president, 


is planning to put some of the society’s sessions on the air as a 
sustaining feature. . 


Charles O. Bridwell, v.p., Outdoor Advertising, traveled from New 
York to Pittsburgh to speak to Ad Club members there. . . E. Harold 
Cluett, of Troy, N. Y., and a director of Cluett, Peabody & Co., was 
re-elected to the House of Representatives by a 35,000 Republican 
plurality in the 29th Congressional district. This is his second term. . 


W. A. Brewer, of Brewer-Weeks Company, San Francisco agency, 
finished up some campaign plans late the other evening and dropped 
three envelopes containing layouts and checks into a letter box. On 
the boat, bound for his home in Berkeley, he began to worry about 
whether there would be another collection that night, because if they 
weren’t collected that night, they wouldn’t reach their destination in 
time. He called the postoffice and learned that two letters for Los 
Angeles would get there in time, but the one for San Diego would 
have to go airmail to make the deadline. The postoffice, with its 
peculiar no charge account system, refused to put another 3-cent stamp 
on the letter, so Mr. Brewer, with Mrs. Brewer for company, drove 
all the way over from Berkeley at 3 a. m.—incidentally paying a 
50-cent bridge toll each way—and put the stamp on the letter him- 
eet. .. 


James C. Bjorkholm, Hoffman & York, won first prize in the 
cheese marketing idea contest sponsored by the Milwaukee Adver- 
tising Club. . . 

Thomas E. Wilson, chairman of the board of Wilson & Co., will 
be host this week at a vaudeville and dinner party for 2,000 farm boy 
and girl delegates to the National 4-H Club Congress, held in con- 
nection with the Stock Show at Chicago... 

James A. Bohannon, Brewing Corporation of America prexy, who 
is credited with many of that company’s merchandising innovations, 
hopped into the malt business straight from motor cars. He was 
formerly general manager for Marmon and Peerless. He made his 


debut as a brewer by securing sole U. S. rights for Carling’s beer 
and ale, well known in Canada for almost a century. 
Latest member of the advertising fraternity to don a school- 


master’s robes is Elliott W. Robbins, public relations director of the 
William K. Opdyke agency in Boston. He’s giving a course in pub- 
licity under the auspices of the Massachusetts University extension 
department. . 

3aseball and advertising may have little in common, but Fred- 
eric H. Rahr, New York color consultant, will hook the two up at the 
Merchants and Manufacturers Club, Chicago, Nov. 30. Rahr invented 
the famous yellow baseball and he will disclose some of the secrets 
he’s uncovered that are applicable to advertising. 


Financial Metees 
First 1938 Gain 


in Newspapers 


New York, Nov. 23.—Believeg , 
have hit the bottom of the Valley 
newspaper display in October fel} 
below the average loss for the yea, 
with a decline of 17.2 per cent fro, 
the linage figure of October, 193- 
according to the monthly tabulatig, 
of Media Records, Inc., based , 
data covering all newspapers jp 5) 
major cities. The loss in total ag. 
vertising was only 15.9 per cent, the 
comparatively good showing of 
classified helping the average. 

Financial advertising was the on) 
classification which registered , 
gain in October. It amounted ; 
1,731,636 lines, compared wit, 
1,576,258 lines in October, 1937 
showing the first increase of 1939 


See Improvement Ahead 


Automotive linage was the bj; 
disappointment of October, aggre. 
gating 4,932,448, for a loss of 364 
per cent from the 7,755,521 of Oe. 
tober, 1937. Experts point, hoy. 
ever, to the sensational comeback 
of the industry as evidence that the 
trough has been reached and that 
future linage reports will registe; 
a sharp improvement in this classi. 
fication. 

General linage was 20 per cen 
below October, 1937, the curren 
figure being 18,410,607. Even this 
showing, however, represents ap 
improvement over other months, a 
the loss for the first ten months of 
1938 was 24.9 per cent. 

The October decline in retail lip- 
age was 15 per cent, the current 
volume being 66,072,721. This loss 
is somewhat sharper than in othe 
recent months. The use of news- 
paper advertising by department 
stores is holding up much better 
than the retail field generally, the 
decline in this sector being only 12 
per cent. 

Total display advertising for Oc- 
tober aggregated 91,147,412 lines 
compared with 110,110,566 in the 
same month of 1937. This poor 
showing for the current month is 
accentuated by the fact that linage 
reached its 1937 peak last October 
The 1936 peak also was in October 


but in 1935 it was reached in De- | 


cember; in 1934, in May; in 1933 
in October; in 1932, in March; in 
1930, in April, and in 1929, in Oc- 
tober. 


Danby Joins Donnelly 


Robert J. Danby has been named 
special representative of John Don- 
nelly & Sons, with offices in the 
Lincoln bldg., New York. He was 
formerly vice-president of Outdoor 
Advertising, Inc., and Benjamin 
Eshleman Company, Philadelphia. 


O'Neil on Own 


William O’Neil, industrial design- 
er, has purchased complete interest 
in the partnership of O’Neil & Bab- 
bitt, New York, and will continue 
do business under the name of Wil- 
liam O’Neil at 271 Madison avenue 


—— 
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ip WHERE ZERO SE 
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“WHEN ZERO SEEMS WARM" 
ems WARM, 


YICK, SURE STA 


Harrison Hl Benoit. 


| STATE GAME WARDEN AT OWLS HEAD, N.Y. SAYS. — 
» } 


Often my 


“In my job as game warden, I must make frequent 
trips when the thermometer reads 40° or 45° below. 


car stands outdoors, sometimes for hours, 


and never once in the years I’ve used it, has Blue 
Sunoco failed to start my motor—almost instantly." 


a ee 


WHEREVER YOU LIVE, 


WE CHALLENGE YOU TO TEST 
any gasoline at any price 


A New York state game warden speaks convincingly of Blue Sunoco gasoline's 
starting qualities at 40 below zero temperatures in this newspaper copy of the 
Sun Oil Company, emphasizing the fact that his car stands outdoors for hours 
| in sub-zero weather. The testimonial, copy points out, is gratis, as are the others 


included in the insertion. 


The story of . 
dared tor 
tilled wit 


un a newspaper :** 


ills, romance: 
h thri anes 


r. 150 fif- 


Roto Linage Shows 
16.6% Decrease 


for October 


New York, Nov. 23.—October 
rotogravure linage totaled 1,299,750, 
a decline of 16.6 per cent from the 
1,474,305 lines for the same month 


|last year, Kimberly-Clark Corpora- 


tion reported today. This compares 
with a drop of 17.8 per cent in Sep- 
tember. 

National linage totaled 720,940, 
against 949,344 lines in 1937, a de- 
crease of 228,404 lines or 24 per 
cent. Local linage made a better 
showing with 508,810 lines, a de- 
crease of 3.1 per cent from 524,961 
lines last year. 

Monotone accounted for 1,091,021 
lines and color roto, 138,729. 


Agency for Walker 


Myron L. Walker Company, Mt. 
Vernon, N. Y., manufacturer of 
Copperin, has placed its advertising 
account with Noyes & Sproul, New 
York. 


| 
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Enamel Institute 
May Resume 


Its Promotion 


Cleveland, Nov. 22.—The Porce- 
lain Enamel Institute, Chicago, will 
probably resume promotion on a 
modest scale in 1939, following its 
abandonment of advertising in 1938 
after consistent effort beginning in 
1934. This was the outlook follow- 
ing the eighth annual meeting at the 
Hotel Statler here last week. 
Promotion aspects of the associa~ 
tion’s program were discussed by H. 
D. Chase, assistant to the general 
manager of Chicago Vitreous Enamel 
Product Company, and H. V. Mer- 
cer, advertising manager, American 


Rolling Mill Company, under the 
title, “Shall We Sell or Be Sold 
Out?” 


Mr. Mercer said that no matter 
how inadequate the association’s 
promotion may appear at the mo- 
ment, the ultimate goal must be 
education of the public to the su- 
periority of enamel as a finish for 
many types of products. In the 
meantime, he urged members to 
help merchandise the association’s 
advertising in every way possible in 
connection with their own sales pro- 
motion work. The Institute’s work 
has been successful in inducing 


When radio stations and repre- 
sentatives “marry in haste,” it’s 
very often the innocent adver- 
tiser who “suffers at leisure.” 

. That’s simply because a 
representative, to be of real help 
to you advertisers, must know 
his stations’ markets, people and 
personality—-must carry to the 
advertiser a real insight into his 
And 
that sort of insight cannot be 


stations’ true capabilities. 


acquired overnight. .. . 


19 MILES NORTH ONLY ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
@ LARGE OUTSIDE ROOMS 
AAA eLOW RATES ALWAYS 
NEAR BEACHES 
— . 
=ND FOR BOOKLETS AND RATES @ EXCELLENT CUISINE 
5 MINUTES FROM MIAMI BEACH 
te i : 


CHICAGO NEW YORK 
180 N. Michigan 247 Park Ave. 
Franklin 6373 Plaza 5-4131 


“BOB” MUSGRAVE 
of East St. Louis “#7” 
~ “enepped” in o region deere 


. . the military collar le cape 
catty wert. vhese costs are 
preed it the ~* 
MANOR of $19.95 


| 4 W. Cor, St) & Weshiegtes 


Weil Clothing Company, St. Louis, bids 

for attention of student buyers, with local 

newspaper copy picturing undergraduate 

leaders of St. Louis schools as wearers 
of its line. 


some of the largest users of porce- 


lain enamel to emphasize the quali- 
ties of that finish in their advertis- 
ing, he said. 

Mr. Chase discussed some of the 
research done by the 


Free & Peters is proud that 
twenty of our stations have been 
with us four years or more— 
that we still represent the first 
four stations that ever signed up 
with us — WHO, WOC, WGR, 
and WKBW ... And we are still 
that 


permanent 


prouder these virtually 
partnerships have 
enabled us to bring greater 
value to hundreds of advertisers 
and agencies. If you don’t visu- 
alize how this works, we ask a 


chance to demonstrate. 


DETROIT 
New Center Bidg. 


Trinity 2-8444 Sutter 4353 


ke 


Institute, 


SAN FRANCISCO LOS ANGELES 


One Eleven Sutter 


which has served to clarify objec- 
tives and the routes by which they 
may be reached. In addition to 
business paper advertising to direct 
markets, some impression has been 
made on the public through book- 
lets distributed to retail salesmen 
who are in constant contact with the 
public, he said. 


Celebrates 70th Year 


E. Belcher Hyde Company, New 


York publisher of maps and charts 
| for 
| memorating its 70th year with the 


advertising purposes, is com- 
issuance of a map showing the New 
York World’s Fair area and vicinity. 


Milk Caps as Medium 

The Milk Cap Advertising Com- 
pany has been organized at 1600 
Walnut street, Philadelphia, to use 
milk caps as an advertising medium 
for products other than milk. 


McCall to “Digest” 


W. T. McCall has been appointed 
New York and Philadelphia repre- 
sentative of New Equipment Digest, 
Cleveland. He was formerly East- 
ern manager of Power Boating. 


Hurd Promoted 


L. L. Hurd, formerly in the sales 
department, has been named assist- 
ant sales manager of Buffalo Bolt 
Company, Tonawanda, N. Y. 


whats your nome, Sir?” 


Exclusive Representatives: 
WGR-WKBW .......... Buffalo 
RSs: lti(i‘CS™~S 
WHK-WCLE ........ Cleveland 
{Sees Columbus 
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(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Station Representatives 


ATLANTA 
Bona Allen Bide. 
Jackson 1678 
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Survey Discloses 
Brand Preferences 
in Farm Market 


Northwestern Rural 
Families List Advertised 
Products 


Spokane, Wash., Nov. 23.—Though 
many nationally advertised prod- 
ucts rank high in farmers’ estima- 
tion, others have not succeeded in 
making an impression on this seg- 
ment of the market, according to a 
study of farm income and expendi- 
tures released this week by Pacific 
Northwest Farm Trio. The latest 
issue of “How Over 5 Billion Dol- 
lars Were Spent by Farmers in 
Washington, Idaho and Oregon” 
gives the results of 15 annual farm 
market surveys from 1924 to 1938. 

The survey shows that the farmer 
resembles the urban resident in that 
food and clothing account for a 
large portion of his expenditures. 
The percentage for the former is 
26.7 and for the latter, 15.5. Feed is 
the next largest item, claiming 9.1 
per cent, and farm implements and 


Programs of proven ability 
that have established audi- 


K ence acceptance at a cost 


Send for complete Catalogue 


CHARLES MICHELSON 


545 FIFTH AVENUE NEW YORK 


No 


NEWS PHOTOS 


ROOTERS CHEER OLE MISS TO VICTOR 


gan ne Pare edie ote « y ome) 


Part-of-the ‘crowd which stood up 
and cheered as Ole Miss made the 
first touchdown yesterday at Crump 
Stadium in the gridiron battle with the 


Loeb's Laundry, Memphis, is utilizing a p 
with this photograph showing a cheering 


machinery, including automobiles, 
trucks and tractors, account for an- 
other 8.4 per cent. 

Church & Dwight, manufacturer 
of Arm & Hammer baking soda, has 
done a remarkable job in cultivat- 
ing the farm market, enjoying the 
patronage of no less than 52.6 per 
cent of those queried in 1938. The 
next manufacturer is rated at 1.2 
per cent. 


Calumet, Van Camp Popular 


This spread is less marked in 
other food brands. Calumet is the 


30,000 Copies already sold ! 


THE 


TABLE 


What is Psychology? 


Talk 


REDISCOVERY 
OF MAN 


hy Henry (. Link 


This book is turning out to be the sensation 
of the day, among both parents and their 
children. It is truly a book on the facts of life 
and a great antidote for a college education. 


©F CONTENTS 


The Psycho-Dynamics of Personality 
The Habits of Personality 
On Overcoming Fears and Worries 
Machinists of the Soul | 
Personal Security or Social Security? 
The Psychology of Sportsmanship 
Gold Standards of Personality 

The Psychology of Gold . . . Will-Power .. . 


Psychological Tests ... Progressive Stand- 
ards .. . Mental Telepathy . . . Talk, Talk. 


Slavery or Personality? 
The Steps into Bondage 
Democracy .. . Communism 


The Philosophy of Personality 
The Supreme Personality 


j $1.75 all bookstores 


The MACMILLAN Co., 60 Fifth Ave., N.Y. 


... Fascism... 


FOR LAUNDRY 


Sh 2 


OR Ate ar near 


ae 
po: . 


Arkansas Razorbacks. 


You will cheer, 
too, after you call Loeb’s, 5-4821, and 
see how Loeb’s Magic Zoric Cleaning 
makes your old garments look like new. 

— Advertisement 


icture technique in local newspaper copy 
crowd at a local football game and then 


copy adding “You will cheer, too, after you call Loeb’s." 


most popular baking powder, with 
26.8 per cent, but K. C., second in 
ranking, has 14.9 per cent of the 
business, according to this survey. 
Van Camp’s beans lead in the 
farmers’ estimation, with 20.3 per 
cent of their votes, while the closest 
competitor gets only 3.3 per cent. A 
familiar name, Kellogg, is first in 
ratings in the bran products field. 
Hills Brothers’ coffee is most popu- 
lar, with 12.2 per cent of the men- 
tions and Wesson’s is easily the 
leader among cooking oils. National 
Biscuit Company’s crackers are 
favorites in this classification. 


Jell-O Is Popular 


Among prepared desserts, Jell-O 
leads the field, with 38.0 per cent of 
all votes, while the second brand re- 
ceived only 6.7 per cent. Swans 
Down is the leading cake flour, 
while Sperry’s pancake flour is like- 
wise in the van. Albers’ oatmeal 
was mentioned by 17.3 per cent of 
the respondents to the _ survey, 
Quaker following closely with 16.0 
per cent. Karo and Crystal, brands 
of Corn Products Refining Com- 
pany, lead in the syrup field, while 
Lipton’s tea is the most in demand. 
Pepsodent is the most popular den- 
tifrice. 

Famous names have won farmers’ 
favor in the clothing field, the sur- 
vey shows. Among leaders in their 
respective lines are Nemo corsets, 
Arrow collars, Paris garters, Stet- 
son hats, J. C. Penney hosiery, 
mackinaws and overalls, Montgom- 
ery Ward raincoats and work shirts. 


Camel First Choice 


Camel is the leading cigarette, 
and Star the chewing tobacco most 
in demand. R. J. Reynolds Tobacco 
Company also leads in the pipe to- 
bacco field, and General Cigar Com- 
pany holds the same position in 
cigars. 

Shell’s lubricating oil and gaso- 
line are favorites with the majority, 
and American Steel & Wire Com- 
pany sells the most fencing. Cham- 
pion rules the roost among spark 
plugs, while Montgomery Ward 
sells the most tires, leading Fire- 
stone by a rather slender margin. 
Philco’s radio tubes lead all others. 


Epstein Forms Agency 

Lawrence B. Epstein, formerly 
with the General Outdoor Adver- 
tising Company, New York, has 
formed Lawrence Esmond Adver- 
tising Corporation at 285 Madison 
avenue, New York. 


Brown in Memphis 

Clarke Brown, formerly director 
of research for H. W. Kastor & Sons 
Advertising Company, Chicago, has 
joined Lake-Spiro-Cohn, Inc., Mem- 
phis, where he will handle copy, re- 
search and radio. 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 ms 
Write for descriptive folder describing discounts for ¢,,- 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, 
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“Representatives Wanted,” 


minimum charge §1. ang 


Terms 


POSITIONS WANTED 


rM TIRED 

Of batting around like most news- 
papermen. I want a job with a future 
—I’ve had a smattering of experience 
in newspapers, radio stations, agen- 
cies, publicity, trade magazines. I'll 
bring a new viewpoint, ideas, indus- 
try to the people I work for. I've 
plenty on the ball, but I haven’t been 
able to find home plate as yet. Are 
you interested? 

Box 1577, ADVERTISING AGE, Chgo. 


HERE ARE SERVICES WITH A PLUS 
Young man, 25, university graduate, 
New York agency background, thor- 
ough knowledge radio production and 
copy. Experience in media and con- 
sumer research. Opportunity of work- 
ing for a reliable advertiser or agency 
more important than money, Excel- 
lent references. 

Box 1578, ADVERTISING AGBE, Chgo. 
SUCCESSFUL SCENARIO WRITER 
Analyzes clients’ problems, finds op- 
ortunities for successful use of train- 
ng and selling films. Broad sales 
promotion and advertising experience. 
Thorough knowledge of dramatics, 
film production. Full or part time job 
on slide films or movies. 

Box 1581, ADVERTISING AGE, Chgo. 


NEWSPAPERMAN .... Are you look- 
ing for a needle in a haystack? Do 
you need the services of a good ex- 
perienced solicitor, layout and copy 
man? Not a genius but a_ broad- 
gauged ambitious young married man. 
Newspaper experience on one of 
nation’s leading small town dailies. 
Box 1580, ADVERTISING AGE, Chgo. 


tery 

tic 
a na 
REPRESENTATIVES AVAILABLE on 
Publishers’ Representative, excellen uC 
ee and ten years’ experien, to 
selling eastern advertisers 4), W 
agencies desires one publication ;, | 
exclusively represent in East startin W 
January 1. ar 
Box 1574, ADVERTISING AGE, yy | 
—.. tt 
Publisher’s rep., 16 years in advertiy. “ 
ing field, with highly successful mg. dé 
ket analytical background. of 
Box 1579, ADVERTISING AGE, Chegp ql 
MISCELLANEOUS f 
NEW WAY TO SAVE MONEY: p 
Even tho your budget is_ extremely ; 8 
limited, spend it effectively. Utilix . sl 
this newest process which does away 0 

with expensive typesetting and cuts’ 
Perfect process for all sorts of pic. Dd 
torial advertising, literature, saly ti 
letters, price lists, catalogs, booklets ’ 
bulletins, broadsides, etc., etc. 0 


Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11”) $2.63 
Additional hundred copies only 22% 
Even lower prices to quantity buyers 

Send for free informative book. 

Laurel Process, 480 Canal St., N. Y. ¢, 
Just phone WaAlker 56-0527, if yoy 
are in New York City and Metropoli. . 


tan Area. A trained renresentative 
will give you complete details. 


Long to Leave Horder’s 


E. E. Long, sales manager of Hor- 
der’s, Inc., Chicago, commercial sta- 
tionery, will resign Jan. 1. He has 
been with the company nine years, 
previous to which he was engaged 
in investment banking. 


Gets Simplex Tools 


Templeton, Kenly Company, Chi- 
cago manufacturer of Simplex jacks 
and jack tools, has appointed Ad- 
vertising Producers-Associated, Inc., 
Chicago, as agency. Business pa- 
pers and direct mail will be used. 


Junior Ad Club Elects 


The Junior Member Group of the 
Advertising Club of New York has | 
elected Larry Taylor, of Banker 
Commercial Security Company, as 
president; William Boetcker, Talon 
Fastener Company, vice-president, 
and Jerry Miller, B. Miller & Son, 
secretary-treasurer. 


Brewer to R&R % 


Gunther Brewing Company, Bal- |~ 
timore, has appointed Ruthrauff & 
Ryan, New York, to direct its ac- 
count. 


‘ 
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BOOKS and STATIONERY 


EGON MARKET! 


says Richard G. Montgomery, Assistant Manager, 
The J. K. Gill Company: 


“That KGW-KEX are vital factors in our merchandising 
program for maintaining leadership in selling books, sta- 
tionery and allied lines in this market is best evidenced 
by the fact that we have renewed our contract for the third 
Your personnel is most helpful. Your 


a, Lady WoiTepgannf 


consecutive year. 
stations get results.” 


NBC Red 


RADIO STATIONS OF THE 


PORTLAND * OREGON 


Representatives — EDWARD PETRY & CO., Inc., New York, Chicago, 
Detroit, San Francisco, Los Angeles 


NBC Blue 
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Food and Drug Act 
Held Detrimental 
to Trade-mark Use 


ANA Denounces Regu- 
lation That Would 
Change Labels 


New York, Nov. 22.—Protesting 
the adoption of any federal regula- 
tions which may tend to subordi- 
nate trade-marks and brand names 
on packages, the Association of Na- 
tional Advertisers today forwarded 
to the Secretary of Agriculture in 
Washington a brief in connection 

© with hearings on new food, drug 
and cosmetic act now in progress. 

The ANA pointed out that while 
the law requires a great deal of 
data, including the name and place 
of business of the manufacturer, the 
quantity, and the ingredients, to be 
placed on the label of packaged 
food, drug and cosmetic products, 
proposed enforcement regulations 
go much further by stating that 
such data must appear “on the part 

bor panel (of the label) which is 
presented or displayed under cus- 

} tomary conditions of sale or distri- 
bution” and “if two or more such 

) parts or panels are so designed as to 
render them likely to be so pre- 
sented or displayed, each part or 
panel shall bear all such words, 
statements and information.” 


Dealers Control Display 


Such an interpretation of the law 

) will present considerable difficulty 
' to the manufacturer, the association 
© declared. “It will be apparent that 
} the manufacturer has no control 
over which part of his label is dis- 
played either in transit or on the 
dealers’ shelves. Goods and cartons 

) may be stacked by a worker as he 
® happens to en them up. It would 


+ os Ce 


be much to the advantage of the 
manufacturer if he had the power 
to force the retailer to display his 
goods as he directs, but in point of 
fact he has no such authority. 
Therefore he is at the mercy of the 
dealer. He must, then, to comply 
with the regulations, reprint all the 
required data on both panels of a 
two-panel package.” 

The association went on to show 
that, under the regulations, a prod- 
uct shall be deemed misbranded if 
space on the label is_ limited 
“through the use of any word, 
statement, design, or device, which 
is not required by or under au- 
thority of the act to appear on the 
label.” 

“In the first place,” the ANA de- 
clared, “this provision obviously 
overlooks the fact that in certain 
states there are labeling require- 
ments which must be met and 
which require that certain other 
data, under state law, must be on 
the label. 


Says Trade-mark Is Needed 


“But what, in effect, this provi- 
sion says is, ‘If the trade-mark is in 
the way, it must be removed’ in 
some cases, and in others made so 
small that it would be unintelligible 
to the consumer looking at the 
package on a shelf. We cannot be- 
lieve that this was contemplated by 
Congress in making the law. It 
would be unfair both to the manu- 
facturer and the consumer. A trade- 
mark is the consumer’s guarantee 
of quality. It insures him that he 
will receive the same value he has 
grown to expect in previous pur- 
chases of goods under the mark. It 
is the sole means the manufacturer 
has of identifying his goods to the 
public. As such, we do not believe 
he should in any case be com- 
pelled to remove it entirely, or to 
subordinate it to such a degree that 
its value is virtually lost. 

“It should be remembered that in 
many cases the package is the only 
display concerning a product at the 
retail outlet. This is particularly 
true in the so-called ‘super-mar- 


SEER TELLS ALL 


You've BEEN 
ON A TRIP... 
A PLEASANT 
ONE, see! 


"Lc 18 RIGHT! 
I ALWAYS HAVE 
A COMFORTABLE, 
PLEASANT TRIP on ) 
THE ry 


4 , 


Between 


S' LOUIS-CHICAGO 


SPRINGFIELD 


THREE FINE TRAINS 
from St. Louis 
The Green Diamond — 4 brs 55 min Lv. 8.55 am 
Daytight 2 


Cartoon copy for the Illinois Central 
Railroad makes use of a seer's pun to 
emphasize the pleasure and comfort of 
travel on its trains. Caples Company, 
Chicago, is the agency. 


kets’ in the food field. By their very 
nature, they do not permit of signs 
or counter display material. The 
manufacturer must depend on the 
package. 

“We do not question that the con- 
sumer is entitled to much of the in- 
formation called for by the act. We 
do question, however, that all of 
that information must be on all 
parts of the label which may be 
presented to view, and especially at 
the expense of elimination or sub- 
ordination of the brand name and 
trade-mark. In the matter of drugs, 
for example, we question whether 
the consumer will need to read the 
same material three or four times, 
or whether the consumer will read 
all of the required material at all, 
before the item -is taken from the 
shelf. We question whether all of 
the information required must, in 
the interest of the consumer, be in- 
corporated on the front of the pack- 


” 
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Proposed Food 
)jand Drug Rules 
- \Are Unauthorized 


(Continued from Page 1) 


P. S. Shay, of Coty, Inc., also pro- 
tested vigorously against this regu- 
lation. 

Representations on the same sub- 
ject were likewise made by James 
F. Hoge, of the Proprietary Asso- 
ciation, who said that in addition 
to the other objections listed, the 
regulations would tend to deprive 
industry of valuable’ property 
rights in the form of trade names, 
designs and package ornamentation. 

Authorities are agreed that orders 
issued by the Food and Drug Ad- 
ministration under the new law 
must be based on substantial evi- 
dence of record. The law provides 
judicial review of the Administra- 
tion’s orders to determine whether 
all of the safeguards have been 
met. Any circuit court of appeals 
may hear appeals from regulations 
issued by the Secretary of Agricul- 
ture or Food and Drug Administra- 
tion. 

Only a small portion of the 39 
pages of detailed requirements 
which the Administration issued 
could find legal justification under 
the act, in the opinion of many 
close students of the new law. 
Those which deal specifically with 
exemptions which the act allows, 
and others which are authorized 
thereunder would probably hold 
up, but most of the major sections 
which caused such deep concern to 
manufacturers would probably be 
invalidated by the courts. 


Hubbard Promoted 


Guy Hubbard has been appointed 
machine tool editor of Steel, Cleve- 
land. He was formerly associate 
editor of Machine Design. 


Coming 
Conventions 


Nov. 28-30. Annual convention, 
Associated Grocery Manufacturers 
of America, Waldorf-Astoria, New 
York. 

Dec. 7-9. Annual congress, Na- 
tional Association of Manufactur- 
ers, New York. 

Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 

Jan. 21. Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. Y. 

March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N. Y. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 


Jewelry to Frank Best 

Shaw’s Jewelry, Inc., New York, 
has appointed Frank Best & Co., 
New York as agency. 


To an Advertising Agency. . . 
Man Who Can Get Business 


Want to give clients better serv- 
ice? ... yet make substantial 
profits yourself? Then merge 
with this small agency headed by 
a man who has created outstand- 
ing campaigns for many of the 
largest accounts in the country. 
Or another idea—NEED A NEW 
YORK BRANCH? Agency is 
located in New York City .. . has 
full recognition .. . offices and 
equipment. Write Box 1582, Ad- 
vertising Age, New York. 


WKRC does a lot of things besides broadcasting programs 
to the Cincinnati audience. e The other day the executives 
of the Cincinnati Retail Grocers Association held an anni- 
versary party. They're friends of ours. We invited them 
and their wives to see RADIO on the mike side of the 
“plate- glass.” e H.V. Kaltenborn, CBS’ history-in-the- 
making man, was there, too. After his network broadcast 
he told them “off-the-air’’ what was going-on in Europe. 
e Here’s just ove reason why Cincinnati dealers like WKRC. 
Listeners like us for our swell programs. Advertisers like 


us because we move their goods off dealers’ shelves. 


WKRC« COLUMBIA'S STATION FOR CINCINNATI 


550 Kilocycles. Owned and operated by COLUMBIA BROADCASTING 
SysTEM. Represented by Rapio Sates: New York + Chicago + Detroit 


Milwaukee + Charlotte, N. C. + Los Angeles + San Francisco 
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Retail . Linawe 
Declines 10.9% 
for This Year 


Chicago, Nov. 25.—Volume of 
retail display advertising for the 
first 47 weeks of this year through 
Nov. 19 was 10.9 per cent below 
the corresponding period of last 
year, according to the ADVERTISING 
AcE Index of Retail Activity. 

All newspapers in the 80 impor- 
tant markets included in this Index 
showed a total of 856,358,337 lines 
compared with 961,767,282 lines for 
the comparable 1937 period, a loss of 
105,408,945 lines. Against 1936, this 
year shows a loss of 7.8 per cent. 

For the seven-day period ended 
with the date reported, the Index 
cities showed a total of 23,230,083 
lines of retail display, a loss of 
707,940 lines or 4.9 per cent from 
the corresponding week of last year 
when the total was 24,438,023 lines. 

Percentage of variation from 1937 


Speaking of 
Record Crowds 


149,000 


Attended Prairie 
Farmer's State Corn 
Husking Contests 
Illinois and Indiana. 


Visual Evidence of 
Prairie Farmer's Influ- 
ence in its territory. 


RAIRIE FARME 


Burridge D. Butler | Publisher 


R 


levels 


for each weekly period 


of 


this year is shown in the following 


table: 
Jan. 1. 
\Jan. 8 . 
Jan. 15 . 
Jan. 22 . 
Jan. 29 . 
Feb. 5. 
Feb. 12 . 
Feb. 19 . 
Feb. 26 


March 5 
March 12 
March 19 
March 26 


April 2 
April 9 
April 16 
April 2: 
April 30 
May 7. 
May 14 
May 21 
May 28 
June 4 
June 11 
June 18 
June 25 
July 7. 
July 9. 
July 16 
July 23 . 
July 30 
Aug. 6 
Aug. 13 
Aug. 20 
Aus. 27 .. 
Sept. 3 
Sept. 10 
Sept. 17 
Sept. 24 
Oct. 1 
Oct. 8 
Oct. 15 
Oct. 22 
Oct. 29 
Nov. 5 
Nov. 12 . 
Nov. 19 . 


The tabulation 


4.9 


in the adjoining 


column shows individual linage fig- 
ures for each city included in this 


Index. 


Budd Adds Two 


The 


John Budd Company has 


been appointed advertising repre- 
sentative for the Times-News, Bur- 
lington N. C., effective Dec. 1, and 
the Enterprise, High Point, N. C., 
effective Feb. 1 


| Milwaukee, Nov. 22.—Ernest W. 
Lyman, 71, formerly advertising 


manager of Quality Biscuit Com- 
pany and in recent years manager 
of his own sales letter and adver- 


WINNIPEG 


LONDON fag 


—= 
Ind f Retail Activity in 80 Import 
Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 
———, 
% Gain % Gain 
47-Week 47-Week 47-Week or Loss’ or Loss 
Period Period Period 1938 1938 Week Week Ga 
Ended Ended Ended over over Ended Ended or 
City Nov. 21,1936 Nov. 20, 1937 Nov. 19, 1938 1936 1937 Nov. 20,1937 Nov. 19, 1938 Log. 
Dae : 15,254,096 15,285,308 10,641,587 —30.2 —30.4 367,423 213,560 — a> 
Pee Us beans cdeve 5,933,184 6,336,267 4,916,756 —17.1 —22.4 138,271 121,135 —~19; 
ee ee 13,751,808 14,366,538 14,359,352 + 4.4 —0.1 366,478 396,816 Fey 
Baltimore, Md. ....... 20,430,299 21,059,973 19,688,515 —3.6 —6.5 557,497 520,016 —.? 
Birmingham, Ala. ..... 10,833,324 11,684,918 11,352,796 +4.8 —2.9 280,126 265,230 a. 
SO eae 19,019,710 18,661,793 17,778,617 —6.5 —4.7 465,944 514,553 tig; 
Bridgeport, Conn. ..... 8,549,616 9,098,916 8,184,952 —4.3 —10.1 204,568 214,284 +4° 
a he SP errrrrre 15,861,324 17,358,164 14,693,946 —7.4 —15.4 443,478 364,672 —7; 
le ee ere 3,784,067 3,782,266 3,544,664 —6.3 —6.3 92,522 108,928 +17 
Cedar Rapids, Ia. ..... 4,568,634 4,748,534 4,315,094 —5.6 —9.1 126,700 118,118 ou 
Chattanooga, Tenn 6,088,049 5,747,012 5,703,478 —6.3 —0.8 106,336 124,19 
eee 28,038,276 30,272,133 27,698,899 —1.2 —8.5 732,071 765,991 
ee ee 15,301,051 16,142,934 13,926,810 —9.0 —13.7 369,349 375,101 
CIOVOIERE, GD. ccccscece 18,311,426 19,705,709 15,962,057 —12.8 —19.0 452,857 376,557 
Cees, GR. sevctides. 2034see>  q ‘*e0a0ESES i. aeeew SES " re 301,538 287,943 
COMIERE, EORs kscccsnces 18,342,408 19,695,310 18,722,212 + 2.1 —4.9 538,709 516,953 
Davenport, Ia. ........ 8,105,286 9,373,084 8,570,464 +5.7 —8.6 218,456 196,588 
oS a eres 12,644,706 14,190,078 11,989,328 —5.2 —15.5 296,252 295,372 
ON A eee re 9,415,063 9,646,755 7,602,378 —19.3 —21.2 212,005 140,224 
oo eS Seer eee 5,836,388 5,985,541 5,790,891 —0.8 —3.3 149,688 130,547 
EPOCH OTG, BEOOMs seoseovee 19,852,469 20,612,645 16,303,214 —17.9 —20.9 508,819 490,434 
eee, OE: scans saexhaes - 9 Seabees: . Guidance Pe ne 194,908 204,722 
_ ¢' 3S , Serre r ee reree 6,807,146 8,522,490 8,067,776 +18.5 —5.3 201,236 190,218 
Evansville, Ind. ....... 11,912,250 11,732,883 11,157,564 —6.3 —4.9 309,750 269,052 
Fall River, Mass. ..... 3,168,877 3,186,346 2,920,038 —7.9 —8.5 77,529 84,884 
WUE, MON. sckseescess 8,282,694 8,441,020 6,628,804 ——19.9 —31.5 221,368 199,990 = 
Fort Wayne, Ind. ..... 10,568,614 10,877,763 9,726,549 —7.9 —10.6 273,728 243,978 —~}6 
oS ee 5,698,137 6,633,812 4,995,877 —12.3 24.7 116,032 103,010 —11; 
Grand Rapids, Mich 8,724,506 9,674,806 7,902,324 —9.4 —18.3 239,778 228,830 onih’ 
Greenville, & CC. cscers 5,532,971 6,214,061 6,052,095 +-9.4 2.6 156,282 136,963 —124 
SEOUNEON, ROM. cicecsss 13,425,644 15,095,990 15,040,960 +12.0 —0.4— 390,208 386,148 —1,] 
Indianapolis, Ind. ..... 16,409,861 17,173,427 14,552,862 11.3 —15.3 461,482 363,776 —2] 
Jacksonville, Fla. ..... 8,238,281 8,816,136 8,404,864 + 2.0 —4.7 334,824 333,144 — 
eersey City, N. Jd. ..e. 2,184,445 2,159,684 1,906,330 —12.7 —11.7 47,058 57,718 +99 
Kansas City, Kans. 2,287,677 2,473,953 2,538,228 +10.9 + 2.6 58,835 54,271 —7 
Knoxville, Tenn. ...... 8,963,549 9,819,332 9,169,333 +2.3 6.6 299,544 252,154 —15, 
Little Rock, Ark. ..... 8,582,033 8,698,942 8,416,108 —1.9 3.3 228,424 209,832 —8 
re UU | ee re 23,512,382 21,208,911 —9.8 537,721 565,068 +5 
COMIRUIIE, GEN, caveskes xvewwaes 14,722,546 12,821,302 “i —12.9 364,312 315,367 —13 
Lynn, Mass, ...... 9,252,250 9,044,462 7,208,150 22.1 —20.3 204,778 190,750 —f 
Manchester, N. H. 3,196,879 3,438,564 3,297,738 + 3.2 4.1 ~~ 98,392 73,724 —2511 
Memphis, Tenn. ....... 10,384,308 11,125,508 10,315,970 —0.7 7.3 281,652 259,854 -t 
Milwaukee, Wis. ..... 14,127,932 16,390,508 13,699,578 —3.0 -16.4 405,509 360,530 —11 
Minneapolis, Minn. 13,785,653 13,503,461 12,259,022 —11,1 —9,2 278,006 294,354 +5.9 
New Bedford, Mass. ... 3.037.578 3,086,902 *,833,684 —6.7 —8.2 85,988 70,630 —17.$ 
New Haven, Conn, .... %&,267,546 8,666,174 8,241,982 —0.3 4.9 201,194 208,796 +38 
New Orleans, La. ..... 18,045,343 18,486,507 17,213,829 4.6 6.9 497,057 477,598 —3.9 
*New York, N. Y. ..... 60,295,604 60,562,265 54,098,846 ~10.3 10.7 1,483,460 1,392,343 —! 
tBrooklyn, N. Y. 6,458,393 5,790,858 4,393,786 —31.9 24.1 97,654 97,722 +0.1 
ik aS eee 8,810,342 8,811,868 8,498,350 —3.6 —3.6 203,168 211,344 +4, 
Oakland, Cal. ......... 7,164,221 7,170,882 6,733,561 —30 —f,! ~ 199,060 196,720 ono 
Oklahoma City, Okla.. 10,230,791 11,400,200 10,661,006 + 4.2 —6.5 282,086 252,994 —10 
|) 10,166,596 10,759,376 9,370,226 —7.8 —12.9 281,004 245,468 —12 
Philadelphia, Pa. ..... 26,815,838 27,849,695 24,454,426 —8.8 —12.2 714,104 680,702 —4.7 
Phoenix, Ariz. ........ 6,954,052 6,909,196 7,135,812 2.6 1.3.3 411,656 414,652 +0.7 
Pittsburgh, Pa. ....... 21,530,600 23,026,220 18,058,880 ——t —<ELe 532,238 439,600 17 
Portland, Ore. ........ 11,304,081 11,815,946 10,784,202 —4.6 —8.7 254,954 243,936 onal 
*tProvidence, R. I 12,487,359 12,888,004 9,575,931 —23.3 —25.7 295,515 289,077 --2 
SS a Se 8,855,588 10,063,948 8,681,587 —1.9 —13.7 236,124 213,486 —9.6 
Richmond, Va. ........ 12,267,792 12,097,708 10,952,186 —10.7 —9.5 281,120 298,060 +6.( 
§Rochester, N. Y. ..... 17,031,848 16,122,330 13,191,316 22.6 —18.2 ~ 350,191 334,971 —4.4 
Rock Island-Moline 7,871,144 8,485,041 7,759,108 —1.4 —8.6 217,644 180,292 -17 
Sacramento, Cal. ...... 8,098,595 8,015,697 7,216,753 —10.9 9.9 187,432 178,024 —5 
San Antonio, Tex. 5,961,221 5,935,939 5,811,368 —3.5 2.1 128,156 149,251 +16 
Bam Bees, GOA ovasess 13,018,438 12,767,486 11,554,796 —11.3 —9.5 266,126 301,280 +13.: 
San Francisco, Cal. 14,487,609 14,838,564 13,594,757 —6.2 —8.4 429,468 378,753 —I1! 
Seattle, Wash. ........ 9,111,478 9,388,666 8,938,931 —1.9 a 202,132 243,474 +20 
South Bend, Ind. 8,260,571 8,691,376 6,496,037 —21.4 3 250,124 192,964 — 22.8 
Spokane, Wash. ...... 6,899,743 7,123,410 6,654,732 —3.6 6 162,428 162,078 —0.2 
ex SHO, Bes sasdasiee 16,910,870 17,806,515 16,103,920 —4.8 —9.6 479,730 457,525 —41 
St. Paul, Minn. ........ 11,959,761 11,252,111 10,202,807 —14.7 —9.3 258,530 245,738 ==.) 
Syrracese, M. F. wcacess 11,069,609 10,905,379 9,770,397 —11.7 —10.4 235,977 266,959 +13. 
*Tacoma, Wash. ...... 5,852,365 5,783,666 5,473,566 —6.5 —5.4 144,200 163,058 +13.1 
TOMS, Fs cincsescse 5,343,622 5,646,232 5,498,232 2.9 —2.6 147,294 176,358 +19 
Toronto, Ont., Can. 18,677,937 17,729,631 15,890,903 —14.9 —10.4 427,599 469,895 +9. 
Troy, N. Y. .....+e++:. 3,688,076 3,963,575 3,699,234 +0.3 —6.7 99,134 111,272 +12 
i Se: See 9,264,373 8,978,148 8,317,880 —10.2 —7.4 225,120 212,604 —5 
Washington, D, C 34,704,148 34,255,881 31,667,323 —$.8 —7.6 946,859 954,808 +6 
Worcester, Mass 11,057,966 11,387,763 10,147,164 —8.2 —10.9 309,848 226,086 —2i! 
Youngstown, 0. ....... 8,455,040 8,292,169 6,644,426 —21.4 —19.9 203,206 176,015 —13.4 
Total 891,871,029 961,767,282 856,358,337 —7 10.9 24,438,023 23,230,083 1 
‘Akron Times-Press discontinued Aug. 28, 1938. 
*New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
t? Providence Tribune discontinued May 1, 1938. 
ST. LOUIS AGENCY tising agency, died here Saturday | Newell-Emmett Named 
PRESIDENT DEAD following an operation. Thomas Cook & Son Wagons Lits 
St. Louis, Nov. 22.—Richard RLES 7 EA New York, travel agency, h® 
Pendergast, who rose from office boy — os o— . a Ww appointed Newell-Emmett ree. 
to president of Nelson Chesman &|, . retygesone Tc cnnmuleats dt thaltes oo York, to direct its 
Co., died in his sleep here Satur-| @PP, @Ssisi raid VETTIENG. 
Advertising Corporation and head 
Gay. of its credit department, died last — 
Mr. Pendergast, who was 71, wente oh tia tome a subxten 
joined the agency more than 50 as . , FIRST 
years ago and was named presi- Irvington. He was 43 years old and 
tom in 1923 The ‘ameney has| had been with the corporation for The FIRST weekly alcoholic beverage trade part 
. i : ; "125 years. recognized by the C. C. A. 
offices in Chattanooga and New 25 year ee ; ° &¢ 
York. , " BEVERAGE RETAILER WEEKL! 
7 Simons - Michelson Named 1819 Broadway; New York, N. Y. 
WORC MANAGER DIES Grinnel Brothers, Detroit, has ap- ; Circle 6-S181-2-3-4 — 
Worcester, Mass., Nov. 22.—Wal- pointed the Simons-Michelson Com-~- 
on 7 Seren a senaiel manaueet ees Detroit, to handle advertising 
J cae “we Cone ~~ hie 48CT | for its radios, pianos and musical 
of Station IRC, died at his home | jnctruments. ADAM, am. . 2 
here last week. He was at one ava —— ee 
. » ¢ rertici nar > a) s _ f 
time in the adve rtising de partment Yankee Names Rep or. TRIBLING 
of Hershey Chocolate Corporation, eS " 
and had been with WORC since| Macfarland & Heaton, New York, . aint 
1932 : publishers’ representative, has been LAYOUT © LETTERING + ILLUSTRATION + RETOUCHI 
= named to represent Yankee maga- 520 NORTH MICHIGAN AVENUE ~ DELAWARE 4855 
— zine in New York. 
ERNEST LYMAN PASSES 
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Export Field Sees 
British Pact as 


vu. S. Trade Spur 


es 


de 


(Continued from Page 1) 
ples had come to his attention since 
the treaty was negotiated. 

Other officials of agencies oper- 
ating branches in England also ad- 
mitted the psychological impetus 
inherent in the treaty. They do not 
believe, however, that it necessarily 
points to an immediate increase in 
the amount of American copy ap- 
g in England. 


pearl 

F It was said that there are but 
few among the American compa- 
nies spending more than $1,000 


annually in British advertising who 
do not have branches or assembly 
plants there. This would apply to 


several manufacturers of office ma- 
chinery and automobiles. 
Many of the tariff changes 


effected by the treaty apply to 
products complete and thus do not 
directly affect shipments of parts 
for these products. 

w. L. Bomer, vice-president in 
charge of exports for Bristol-Myers 
Company, declared that he expected 
no marked change in export busi- 
ness in the drug field. While duties 
have been reduced in that industry, 


PRINTING 


usé ONE 61 ALL 
just as YOU desire 


... but all are here ready to 
serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-1 
Service. No job is ever put 
through the Faithorn plant as 
i mere matter of type, ink or 
presswork ... To us, every bit 
i engraving, printing or type- 
setting represents a message 
for your prospective purchaser. 
It's the reason why many of our 
‘ustomers feel that they can 
entrust the entire job to us with 
tull confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
‘reed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
ound a concern that under- 
stands the real meaning of 
SERVICE. We are here to help 

u...Let’s get together! 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings — through every step of production. 


roduction 


Ths 
juirements of 


D 


18 4Gvertise- anes & meas 


er 


beosananad 


Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


he pointed out that it is still not 
feasible to manufacture here and 
export to England. Just today, he 
said, his company decided to take 
over a plant in England to manu- 
facture for British consumption. 
T. M. Quinn, executive vice- 
president of Dorland International, 
pointed out that no great rush of 
American manufacturers to enter 
the export market should be ex- 
pected as a result of the Anglo- 
American agreement. Exporters 
who are already in the foreign 
market stand to gain, he added, and 
the psychological effect of the 
agreement ought to serve as a trade 
stimulant. 

A. L. Frank, president of Stude- 
baker Export Corporation, and 
chairman of the Trade Agreements 


Committee of the American Manu- 
facturers Association, predicted 
widespread benefits to the nation 
as a whole. He said, “Secretary 
Hull’s' patient diplomacy has 
achieved an armistice in the great 
economic war that has been raging 
these past years along the routes 
of world trade. 


Everyone Will Benefit 


“There is not a home in America 
that will not be benefited, directly 
or indirectly, by this agreement 
which tends to stress some of the 
greatest returns of foreign trade— 
the indirect benefits.” He added 
that while duties on American mo- 
tor vehicles were changed only in 
the colonies, the automobile indus- 


try will benefit by the increased 


prosperity which will come _ to 
farmers through the opening up of 
new markets. 

The effects of the agreement will 
be reviewed at a meeting of export 
managers of the Automobile Manu- 
facturers Association, to be held in 
Washington, Dec. 2. 

One immediate effect of the 
Anglo-American agreements was 
the reduction in price of Dunhill 
pipes imported from England. A\l- 
though the tariff reductions do not 
take effect until the first of the 
year, Alfred Dunhill of London, 
Inc., announced that the price of all 
$12 pipes had been reduced to $10. 

Francis T. Cole, of the National 
Foreign Trade Council, told the Ex- 
port Managers Club that three- 
fifths of this country’s foreign trade 


has been placed under reciprocal 
trade agreements. American ex- 
porters have obtained about 1,500 
concessions on shipments to Crown 
colonies as a result of the pacts, Mr. 
Cole declared. 

A round-table discussion among 
members of the club brought out 
the contrast of our trade agree- 
ments program with the barter plan 
of totalitarian nations. The democ- 
racies are making rapid headway 
against restrictive system practices 
used by Germany and other coun- 
tries, it was said. 


To Needham & Grohmann 


Turner Construction Company, 
New York, has appointed Needham 
& Grohmann, New York, as adver- 
tising counsel. 


} 
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This Is Hartford's Trading 


(One of the Richest in the Whole U. S. A.) 


WINSTED 


TORRINGTON 
Oo 


SS] erisTOu NEW ’. 


7 


(ZH 


GREATER HARTFORD 


stores themselves, 


MANCHESTER 


CROMWELL 


The white area on the map represents the REAL trading 
area of Greater Hartford stores. Information from the 
from Hartford Courant circulation : 
figures, auto traffic analysis and telephone call statistics 


were used in determining this area. 


HE section of Connecticut shown in white on the above map repre- 

sents a rich, sales-productive area with income well balanced, 
steady and diversified. More than half of Hartford department store 
charge accounts are located well outside of the metropolitan center. 


Hartford has long been famous as one of the best “Test Cities” in the 
United States. The large amount of suburban business it attracts is one 
of the biggest reasons for that verdict. 


And THE HARTFORD COURANT is your BEST medium for cashing 
in on that prime market because an average of 2 out of 3 of the able- 


to-buy families in Greater Hartford and this whole area are Hartford 
Courant readers. 


For Greatest Distribution and Sales — Use— 


The Largest Morning Newspaper in Connecticut—The Largest Sunday Newspaper in Connecticut 


The Hartford Courant 


| Represented by Gilman, Nicoll & Ruthman, New York, Philadelphia, Boston, Chicago, Detroit, San Francisco 


Area 
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6 Months’ Average Period Ending 
Sept. 30, 1938 Compared With 
Period Ending Sept. 30, 19377 


More and more men and women are switching 
to Washington's OUTSTANDING newspaper 


The Washington Post 


W ASHINGTON'’S HOME NEWSPAPER 


OSBORN, SCOLARO, MEEKER 6 CO FENGER-HALL: Pacific Coast 
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APPEALS TO COMMUNITY SPIRIT 


a dthy 


| 


| 


Let local savings finance local building and 


NAIL DOWN HOME DOLLARS AT HOME! 


4 and Laan Asse tree ube represent « A 
aa fins h ol 
y - $ tape 
waht t abe frweid 
? em 
loan ve . dace <n * 


Building and Vaan League in your com 
“own haet saunity for rd tapelra home Onancine ! 


DEALERS west thes cacy, freely coal sere 


ane mean frente, ren east te tiem ad Mmubreme ation a ie refimanes 


s why we «armestly pare haee re snAreibvas frrperty 


What this service means to you 
evcind thin boca severe Your call SAVINGS OR 


e mporave and prodong 


mm Hee ~BULLDING AND LOAN ASSOCIATION 


When you support Your Local Savings or Building . 
' and Loan Association— You help local business! 


Copy for United States Building & Loan League emphasizes that local building 
and loan associations offer fast, convenient and friendly service on long term 
loans to be repaid like rent. This copy is part of a national campaign aimed at 
middlemen’ in the building field. The Buchen Company, Chicago, is in charge. 


LAST-MINUTE TRANSPORTATION NEWS 


int DIESEL: POWERED 'z. SERVICE 


ty >> = 


Bs0s Hew CAPITOL LIMITED 
CHICAGO-WASHINGTON BURL ORE Beginning November 23 


‘oroughly modere train. Atractively streamlined. new lighting system which gives light where it's wanted, 
“''\:egty colorful with its cars of royal blue, gray and without annoying glare. The completeness of CAPITOL 
‘ You'll like this oew CAPITOL LIMITED to the LIMITED wevel features make B & O the wey to go—- 
tov woth the smoothness of Diese|-power. your next trip east. 

os Ceding quality, chrowgh scientiic rebber-cushwoo- Oaly ali-Pollman wain to Washingtoo. Complecety 
« ©! tucks, close coupling of cers aod even Diesel- aur-condinoned. Ne extra fare. 


© No jolts nor jars to imerrupt your «rip en route. i i e+ +8 pf 

‘otervors reflect new travel comfort, too. A wide range Ar. Hal . : - #39 om 

Pullman eee , a eat ned sad Ac. New York (420d St) 1:58 pre 
Cvgned ip the modern trend. Attend Public Exhibition and Christening 


» lt tnd new charm and comfort in the spaciows * trots news APLTOL LIMITED = Grond Conue! Gratton (Husriann 
. and Wetle Sen) Teander, November 22— iq00 re 
‘ sH0e-loange snd club care, in the cheerfel dining Aneed emmne Adamsing Weteender Now crutes Pwr so pen tes 


“where those appetizing B & O meals are served at oe aa Goan anette. 
“onate prices as you like them. You'll welcgmethe — Arserics's Sev: rallvend Gre: @uth the lexan ; 


+ BALTIMORE & OHIO. 


Hailing the initial run of its new Capitol Limited between Chicago and Wash- 

“ee Baltimore & Ohio railroad used this copy in newspapers along the route. 

*incke-Ellis-Younggreen & Finn, Chicago, handles the Western portion of the 
eccount. (Story on Page 8.) 


EMPLOYES TOLD ARMSTRONG COPY STORY 


REVEALING ALL 


The story of advertising of the Armstrong Cork Company is being told a group 

of supervisors and foremen by John P. Young, advertising manager. Similar 

groups from Armstrong plants throughout the country will visit the Lancaster, Pa., 

headquarters between now and July, as part of a training course in company 
products and policies. 


USES COLOR PHOTO FOR POSTER 


The success of Mat os o Pancake” gumuned 
poper has hinged lorvely on the loct that i is 
composed of the best paper ond an omple 
emount of good give Peres! unislormity wn color 
texture and quality are contributing tactors Ot 
Course Proper Processing Guarantees a pettectiy 
flot qgumined paper. These focts and these facts 
elope, have been reaponmbie tor making “Plat 
@a Pancake 4 tevony «th pnaters and paper 
buyers. The low price @ on added 
WIC@ALVe fo Produce superior work 
of BO extra cost. Wriie now to: som 
pies of this fine guiamed pape: 


THE BROWN-BRIDGE MILLS, INC, TROY, OHIO 


svecrry Fiat @5 & PaNCarE Geamind Prarie 


It may seem like a long leap from un- 
draped feminine charm to the merits of 


gummed paper, but Brown-Bridge Mills, H. C. Cole Milling Company, maker of Omega flour, utilizes a natural color photo- 

Troy, O., ventures the task in current graph for the entire area of this 24-sheet poster. Copy was added to the 

industrial paper copy. Matters are ex- original photograph in a cellophane overlay, with the entire design representing 

pedited both by the shapeliness of the a combination of photo process and hand crayon lithography. D'Arcy Advertising 

model and the intriguing “Bare Facrs Company, St. Louis, is the agency. United States Printing & Lithographing Com- 
Revealed" head on the copy story. pany produced the poster, one of a series of three. 


WHITE MOTOR INTRODUCES NEW TRUCK MODEL 


Z 


oid , 


+ ERE OR 


The White Motor Company, Cleveland, has launched a campaign to introduce its new retail unit, “The White Horse,” an 

air cooled model adaptable to dairies, bakeries, laundries and department stores. It was displayed at the National 

Truck Show in New York and advertised in Business Week, Time and automotive and vocational publications. D'Arcy Ad- 
vertising Company, Cleveland, is the agency. 


SALES CHIEFS HEAR NEWS COMMENTATOR 


This speakers’ table group at the dinner concluding the Chicago Sales Congress last week includes (left to right) F. B. 
Heitkamp, general sales manager, American Type Founders Sales Company; E. F. Wilson, president of Wilson & Co.: 
Boake Carter, guest speaker for the affair; C. W. Kaylor, vice-president, Jewel Tea Company; A. E. Blackstone, president 
of Chicago Sales Executives Club and general sales manager of the Dictaphone Sales Corporation, and H. J. Barbour, first 

vice-president of the club and general sales manager of Fairbanks, Morse & Co. (Story on Page /4.) 
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adio’s pictures 
are in five 
dimensions 


People paint pictures in their own 
minds. Radio uses such pictures to 
sell silverware... cigarettes. . Soap... 


and everything else. 


These pictures are printed in frve 
dimensions. They fill the three 
dimensions of the eye... and a 
fourth dimension of ¢/me (for the 
mind holds these pictures a day, 
a week, a month, a year). Then 
add a fifth dimension, more im- 
portant to advertisers than the 
other four put together: the 
dimension of desire. For people 
paint pictures in their own mind 
with emotion. They see, in the 
mind, only that which they wawr 


to see...as they want to see it. 
The pictures people paint wth 
emotion, are the greatest advertising 


illustrations in the world. 7 hey are 


the only pictures that sell goods. 


Radio ‘prints’ millions of such pic- 
tures cach minute... yet it allows 
each picture to be individual 
and personalized. Each 1s a se//ing 
picture, cut and colored by the 
listener to fit Azmse/f... high- 
lighted with his own desire! 


That 1s why radio sends so many 
people into stores and dealers’ show- 
rooms. For such pictures are a rest- 
less spur. They make people get out 
and do things...and buy things. 


As a Columbia client has put it: 
“Radio prints a more alluring pic- 
ture... tells a better story in a 
shorter space of time... gains a 


more appreciative audience.” 


May we send you proof ? 


Columbia Broadcasting System, 485 Madison Ave., N.Y. 
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